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Dr. Phillips Thomas, the Westing- 
house electron expert, put on a great 
show at the A. F. A. convention, dem- 
onstrating that his pet electron is so 
well trained that in a few more 
weeks it will be ready for bookings 
on the RKO. 


+ v7 F 


The most appreciated bit of magic 
in Dr. Thomas’ repertoire is convert- 
ing a $20 bill into four of the same 
denomination, thus proving that the 
Federal Reserve System has nothing 
on him when it comes to expanding 
the currency. 


, ¥ F 


Merlin H. Aylesworth, said to be a 
coming young radio man, missed the 
opportunity of a life-time by not ap- 
pearing for the session of the A. F. A. 
convention at which he was billed to 
speak. His talk would have been 
broadcast by the NBC. 


7 Ff 


“I do not begrudge the automobile 
and gasoline people their volume,” 
Walter Hoving, of Montgomery Ward 
& Co. said to a convention audi- 
ence. 

Now if Mr. Ford and Mr. Sloan 
will say a few kind words for the 
mail-order business, everybody should 
be happy. 


7- 


2 The publicity director of Lord & 
es Taylor insists that advertising sales- 
men don’t need to play golf with 
their customers in order to get the 
business, thus making himself per- 
manently unpopular with the sales- 
men. 


7 3 @ 


A folder distributed at the New 
York convention is entitled, “What 
Really Makes Milwaukee Famous.” 
The best information is that, if you 
are properly introduced, it’s the 
same thing that has always made 
Milwaukee famous. 

7 FF F 


Broadcasters are being warned by 
well-meaning friends of “the hand- 
B writing on the wall.” But that fig- 
ure of speech seems a bit out of date 
for an industry whose product is dis- 
tributed at the rate of 186,000 miles 
a second. 


7? 7 F 


: Now that Dr. Nicholas Murray But- 
i ler has come out so strongly for can- 

cellation of the war debts, he is no 
+ doubt arranging to have Columbia 
é University burn the Liberty bonds in 
its endowment fund as its contribu- 
tion to the development of a proper 
spirit of international amity. 

+ ve 


Grover Whalen insists, when he is 
in an especially complimentary mood, 
that women represent “that delight- 
ful sex.” “Delightful” was good in 
1903, but the 1932 adjective is “ex- 
citing.” 


7, 3 9 


The end of a convention always 
recalls the story of the darky who 
constantly complained because his 
wife talked so much. 

“What does she_ talk 
asked a friend. 

“She don’t say.” 


about?” 
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The dean of Columbia’s famous 
school of journalism has credited to 
all newspapers a position “in the con- 
ning tower of public affairs.” F. P. 
A. and the New York Herald Tribune 
seem to be entitled to enter excep- 
tions. 

Cory Cus. 


NAME WILL BE 
LORD & THOMAS 


AFTER JULY 1 


Big Chicago Agency Reverts annual convention of the Advertis- 


to Former Style 


Chicago, June 25. 
July 1, the name of 


Lord 


Albert D. Lasker 


Thomas and Logan will revert to 


— Ktlective 


& 


New York, June 23.—The 28th 


ing Federation of America closed 
here today with adoption of a 
Declaration of Ideals and Princi- 
ples which embodies a general state- 
ment of requirements for the use 
of advertising on a basis of truth 
and, fair dealing, and with due re- 
gard for the interests of the con- 
sumer as well as competitors. 


The Declaration, which was pre- 
sented by George W. Kleiser, of Fos- 
ter & Kleiser, Inc., San Francisco, as 
chairman of the Council on Depart- 
mental Activities, which had previ- 
ously adopted it, supplies a general 
basis for application of the detailed 
code of practice adopted by the A. N. 
A. and the Four A’s, now being en- 
forced by the Affiliated Better Busi- 
ness Bureaus. 


Bureau Pledges Support 


H. K. Kenner, of the National Bet- 
ter Business Bureau, told the con- 
vention the bureau pledges full sup- 
port in carrying out provisions of 
the Declaration, including sending 
copies to business men and maintain- 
ing contact with them to see that 
they “practice what they preach.” 

Adoption of the Declaration of 
Ideals and Principles was hailed by 
the convention as the longest step 


Lord & Thomas, the name under} forward taken since the Baltimore 
which the organization operated | convention of 1913, at which “Truth 
for 54 vears after its establish-|im Advertising” was nailed to the 


ment. 


This announcement was made 


masthead of organized advertising. 
The convention also adopted strong 
resolutions urging the maintenance 


today by Albert D. Lasker, chair-| of advertising ideals; reduction of 


man of the board of the big agency. | taxation by 


governmental bodies 


The name was changed to Lord | trough reduction of governmental 


& Thomas and Logan July 1, 1926, 
when Lord & Thomas and Thomas 
F. Logan, Inc. were consolidated. 


Mr. Logan died August 9, 1928. 


“Subsequently.” explained Mr. 


activities and expenditures, and re- 
moval of trade barriers set up 
through erection of excessive tariffs. 

Another’ resolution, which en- 
dorsed the proposal of President 
Hoover for reduction of world arma- 


Federation Adopts 
New Declaration of 
Ideals, Principles 


A. F. A. PRESIDENT 


| L_ 


Edgar Kobak, vice-president of 
McGraw-Hill Publishing Co., New 
York, who was elected president of 
the Advertising Federation of 
America this week, as seen by a 
caricaturist. 


—A dvertising C lub ‘News 


that a political interpretation might 
be placed upon any action on this 
subject. 

Edgar Kobak, vice-president, Mce- 
Graw-Hill Publishing Co., was elected 
president of the A. F. A., succeeding 
Gilbert T. Hodges, New York Sun, 
who becomes chairman of the board, 
an office which has been vacant. 

Mr. Kobak built the brilliant pro- 
gram for the convention. He has 


Lasker’s statement, “his associates 
in the former Thomas F. Logan, 


ments, was referred to the board of | been a director of the A. F. A. 
directors because of the possibility 


(Continued on Page 8) 


Inc., retired from Lord & Thomas 


and Logan—hence the return to s 
Se ane Last Minute News Flashes 


A.B. C. SLASHES 


U. S. to Protect Postal Monopoly 


Washington, D. C., June 24.—While any individual company has the right 
to deliver letters by its own messengers to evade three-cent postage, two or 


The law provides a fine of not more than $500, or imprisonment of not 


more companies may not maintain a joint service of this kind, the postoffice 
department warned. 
’ 


Hamilton, Ont., June 
board of directors of the Audit Bu- 
reau of Circulations met here Friday 
and decided on a policy of retrench- 
ment as a means of enabling dues 


more than six months, or both, for violation of this rule. Employes deliv- 
20.—TI ering letters for more than one company are liable to a fine of not more 
20.—The | than $50 for each letter. 


Des Moines Publisher to Finance Board 
Washington, D. C., June 24.—Gardner Cowles, Sr., publisher of Des Moines 


to be lowered for the next quarter.| Register and Tribune, has been nominated by President Hoover as a di- 
O. C. Harn, managing director, an-| rector of Reconstruction Finance Corp. 


nounced that a 10 per cent reduction 
in all salaries would be put into ef- 
fect immediately, and that a 10 per 
cent reduction would be made in the 


Emrich Leaves Williams & Cunnyngham 


Chicago, June 24.—George L. Emrich has resigned as vice-president of 


s , Williams & Cunnyngham, who recently merged with Roche Advertising 

Sines sk Ge pea aa” . Co. He will become vice-president and sales manager for Outdoor Century 

At the annual ccunentten of the of Progress Advertising, which has the franchise for sale of outdoor adver- 
A.B.C. in Chicago last October, the tising space on the World’s Fair grounds. 


membership expressed a willingness 
to continue paying full dues or to 
accept an increase, in order to main- 


St. Louis Times and Star Consolidate 
St. Louis, Mo., June 24.—The St. Louis Times has been purchased by the 


tain the efficiency of the service| St. Louis Star and consolidated with it as St. Louis Star and Times. Both 


without salary cuts. 


are afternoon papers. 


ABP. TIGHTENS 
AGENCY CREDIT 
RESTRICTIONS 


Gives Approval to Four A’s 
New Contract 


Shawnee on the Delaware, Pa., 
June 20,—Discussions affecting ad- 
vertising agencies furnished the 
high lights of the annual conven- 
tion of the Associated Business 
Papers, Inc., which concluded a 
two-day session here yesterday. 

Action was taken defining the 
basis of recognition of agencies by 
papers paying commissions and 
providing that independence of 
control or influence by advertisers 
be assured. This action was a 
sequel to the Union Carbide case 
several months ago. 


In addition, the new order form 
of the American Association of Ad- 
vertising Agencies was approved. 
Discussion centered around the pro- 
vision making the agency solely re- 
sponsible for payment of the account. 

James H. McGraw, Jr., treasurer, 
McGraw-Hill Publishing Co., New 
York, was elected president; Samuel 
O. Dunn, chairman of the board, 
Simmons-Boardman Publishing Co., 
New York, was chosen vice-president, 
and C. L. Williams, F. W. Dodge 
Corp., New York, treasurer. Mem- 
bers of a “war cabinet,” composed 
largely of former presidents, were 
elected as follows: 


New War Cabinet 


E. R. Shaw, Power Plant Engineer- 
ing, Chicago; C. J. Stark, Penton 
Publishing Co., Cleveland; M. C. 
Robbins, Robbins Publishing Co., 
New York; Warren C. Platt, National 


*| Petroleum News, Cleveland; C. A. 


Musselman, Chilton Class Journal 
Co., Philadelphia, and Ralph Rein- 
hold, Pencil Points, New York. 


The resolution regarding agency 
recognition, which was in line with 
action previously taken by the Me- 
Graw-Hill Publishing Company, was 
as follows: 


“That any agency desiring credit 
with member publications furnish 
the publisher and/or the credit com- 
mittee of the Associated Business 
Papers, upon request, sufficient infor- 
mation of its financial condition to 
satisfy credit requirements. 


“That member papers that allow 
commissions confine them to such ad- 
vertising agencies as are independent 
and in a position properly to serve 
their clients and the publisher without 
bias; and which are free from owner- 
ship, either direct or indirect, by 
either client or publisher, and which 
agencies retain full commission or 
its equivalent when paid by the pub- 
lisher, and furnish publisher, upon 
request, satisfactory evidence that 
this has been done.” 

The feature of the new Four A’s 
order form which caused most dis- 
cussion was the following: 


Responsibility Is Fixed 


“The agency agrees to pay and the 
publisher agrees to hold the agency 
solely liable for payment for the 
advertising covered by this contract.” 

The question of financial. responsi- 
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ADVERTISING AGE 


June 25, 1932 


agency has been a moot point, which favor of a general manufacturers’ 
this provision will clear up. The at- 
titude of the Four A’s, it is under- 
stood, is that this provision does not 
make the agency a principal, but 
merely establishes exclusive financial 
responsibility. The new form has 
been approved by most of the pub- 
lishers’ organizations, and will be 
put into effect shortly, it is under- 
stood. 

Among the talks presented at the 
convention were those of E. A. Gold- 
enweiser, of the Federal Reserve 
Board at Washington, and George 
Renard, secretary of the National As- 
sociation of Purchasing Agents, New 
York. 

The A.B.C. was requested to extend 
the renewal period for subscriptions 
to one year, in accordance with post- 
office provisions. The present limit 
of six months was recently extended 
Sams Mires. to the Kello Group of Railroad 

Paul I. Aldrich, The National Pro- Employe Publications. New rates 
visioner, Chicago, was chairman of announced for the group are $4.25 
the resolutions committee. Among James H. McGraw, Jr. per agate line, and $1,610 per page. H. Ledyard Towle 


bility of the advertiser with the HEADS A. B. P. the resolutions adopted was one in OUTDOOR EXPERT 


excise tax, and another urging busi- 
ness paper editors to work for gov- 
ernmental’ economy and tax reduc- 


More than 1,000 independent food 
stores have joined the Independent 
Grocers’ Alliance of America in Cali- 
fornia since the first of the year, 
I. G. A. Chicago headquarters an- 
nounces. 


| 
| 
tion. 
I. G. A. on Coast 


Meyer to “News” 
Norman Meyer, former promotion 
manager, San Francisco Examiner, 
has joined Chicago Daily News as 
manager of national and local roto- 
gravure. 


Joins Kellogg Group 


Santa Fe Magazine has been added 


The new NATIONAL medium 


that sells through 


MOTION—COLOR—SOUND— VOICE 


SCREEN BROADCASTS offer the advertiser: 


— the only medium which gives an actual moving demonstration of his prod- 
uct—in full Technicolor—with a voice that sells its advantages. 


— absolutely 100% attention value—it is the only medium through which all 
of his audience gets all of his story every time he tells it. 


— 7,528,000, circulation on the screens of well over 2,000 motion picture 
theatres in more than 1,700 cities and towns. This circulation is based 
on actual admissions. 


—- complete flexibility of coverage, enabling the advertiser to buy full Na- 
tional coverage or concentrate his effort for test or spot campaigns in 
a given territory, and even in a given locality. 


— all this at a lower cost per thousand circulation than equal coverage 
could be bought through any other medium. 


PLUS a full marketing tie-up through window displays and dealer helps. 


Never before has the medium of the motion picture demonstration-showing, coupled with the detailed 
screen been available to National advertisers on such story, will convince you that this is one of the most 
a complete, economical basis. powerful of advertising and merchandising media. 


SCREEN BROADCASTS are entirely new as a Na- 
tional Medium, but with a record of sixteen success- 
ful years in building sales for local advertisers. 


On request, our representatives will be glad to ar- 
range a private projection for National Advertisers 
and Advertising Agencies—entirely without obliga- 
SCREEN BROADCASTS embrace every develop- tion. All advertising agencies accorded full 
ment of professional motion picture production. A recognition. ' 


- 


THEATRE SERVICE CORPORATION 
Graybar Building New York, N. Y. 


National Representatives 


H. R. Doughty & Associates, Inc. Macy & Klaner, Inc. 
405 Lexington Avenue, New York, N. Y. 404 North Michigan Avenue, Chicago, Ill. 


CHAPTER INTWO 
WORDS—THAT'S 
OUTDOOR COPY 


New York, June 21.—Outdoor ad. 
vertising is exercising a beneficent 
influence on all other branches of 
advertising by forcing copy writers 
to substitute simplicity and power 
for the tortuous phraseology which 
passes as copy-writing in some quar- 
ters. 

That is the opinion Capt. H. Led- 
yard Towle, art director, Campbell- 
Ewald Co., Detroit, expressed before 
the Outdoor Advertising Association 
of America today. The organization 
met as a departmental of the A. F. A. 

“Outdoor advertising copy cannot 
be wordy; cannot beat around the 
bush. It must say something and 
say it quick,” asserted Capt. Towle. 
“One of the finest pieces of descrip- 
tive copy, condensed to outdoor re- 
quirements, is found in the Bible: 
‘Jesus wept.’ 

“A whole chapter in two words! 
No talk of walking up and down—of 
wringing hands—of an abandonment 
to misery—of lined features, fur- 
rowed by tears. Just two words— 
and we get the complete story. 

“So it is with the better copy on 
the boards today: ‘It’s spring—Get 
a Pontiac.’ 

Making Good Poster 


“Often two messages are necessary 
and they, with the name of the prod- 
uct, mark three distinct phases of 
the selling job the poster has to do. 
They should be rated in importance 
and lettered in various color tones or 
values, so that the message deemed 
most important is seen first, and the 
other two in succession.” 

Capt. Towle recommended a study 
of words, their meanings and origin 
to all copy writers, but particularly 
to those in the outdoor field. He 
gave this recipe for a good poster: 

“The true outdoor illustration 
must have large and simple masses 
—not too many planes nor too much 
detail. Its silhouettes must be bold, 
and it should take its place as a defi- 
nite part of the whole design. 

“Artists of capability are giving 
new attention to the poster field, he 
concluded, predicting that outdoor 
advertising will get an official place 
in city planning of the future. 


Building Papers 
Plan New Program 

Shawnee on the Delaware, Pa., 
June 20.—At the suggestion of H. H. 
Rosenberg, president of Industrial 
Publications, Inc., Chicago, publish- 
ers of Building Supply News and 
other papers in the building field, a 
group of building publishers held a 
luncheon meeting here immediately 
following the Associated Business 
Papers’ convention. 

The subject of developing a general 
program which could be participated 
in by all building papers as a means 
of stimulating building activity 
was discussed. The success of such 
movements as those originated by 
Domestic Engineering, Chicago, 
“Spend for the Home in 1932,” was 
reported. It was agreed to have 
meetings in New York and Chicago 
for further discussion before attempt- 
ing to formulate a specific plan. 

Among the publications represented 
were American Builder and Build- 
ing Age, Architectural Record, Archi- 
tecture, Engineering and Contract- 
ing, House Furnishing Review, 
American Paint Journal, Domestic 
Engineering and National Real Es- 
tate Journal. 


Joins Screenland Unit 

Eleanor Guthrie, formerly with 
Harper’s Bazaar, has been appointed 
beauty editor of Screenland Unit, 
New York, Screenland and Silver 
Screen. 


Now Bond-Lenz 


H. S. Lenz has joined F. W. Bond 
Co., Chicago agency, after seven 
years with Hart Schaffner & Marx, 
Chicago. The name _ has_ been 
changed to Bond-Lenz, Inc. 


June 
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ANNOUNCING 


Ir TAKES more than “reader interest” to 
give a publication a real hold on the public 
mind, and a real part in our national life. 
It takes reader influence—in terms of re- 
sultant decision, plan and action. 


No other magazine is like The Literary 
Digest editorially in its presentation of  sig- 
nificant facts and expert opinion—and no 
other is like it in having the close reading of 


a large part of our solid citizenry every week 
in the year. 


Think what that means from now on 
through the dance of 1932! .. . Every 
seven days, the necessary news of this most 
telling political and economic struggle of the 
century. . . . Every seven days an active 
effect on the life of a people. 


The Digest itself has been making history, 
with its 20,000,000 ballot poll on prohibi- 
tion—reported through the mail, by car 
cards, in publication advertising, over the air 
and in its own pages. Another great poll on 
presidential candidates will rage this summer. 


No wonder people need, buy, use The 
Digest, with fifty-two feature issues a year! 


T H E 


Its current value is suggested by the largest 


reader revenue of all magazines and by the 
highest renewal percentage among large 
circulation magazines. 


And no wonder The Digest picks out for 
its consuming public so many more readers 
in the business and professional classes! 
These careful minds buy it because its news 


is true, crisp, complete, unbiased. Its con- 


cern is realities. 


LITERAR Y 


FEATURE ISSUES 


Advertisers are feeling the impetus of ac- 
celerating reader influence. They report— 
“O00 inquiries from the last Digest ad,” 
“Breaking all records on the cost-per-inquiry 
basis,” “Immediate return,” “Higher value 
than ever as an advertising investment,” 
“First in efficiency,” etc., etc., etc. There 
are good reasons why this is an essential ad- 
vertising medium for June and July—and 
thereafter. 


Every week that slips by writes off another 
lost chance to employ The Digest’s new 
power! Get the facts—start your summer 
drive now. 


Quantity—1,400,000 average guaranteed— 
“or rebate.” 


Quality—Readers self-selected by active 


interest in realities. 


Economy—Rates reduced 25%, to less than 
$2 per page per 1000. Class circulation 
at mass costs. 


(A feature of The Digest’s service is its high 


speed in delivering your selling message— 
only eight days from press to home.) 


DIGESs T 


Sounding-board of American Opinion 
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Advertising’s New Declaration 


The adoption by the Advertising 
Federation of America, at its con- 
vention in New York this week, of 
a Declaration of Ideals and Princi- 
ples covering the basic necessities 
for the conduct of the business, was 
a logical step in view of previous 
developments looking to the control 
ov elimination of advertising abuses. 

The new Declaration supplies a 
general basis upon which can logi- 
cally be erected a detailed code of 
practice such as the copy standards 
recently set up by action of the As- 
sociation of National Advertisers 
and the American Association of Ad- 
vertising Agencies. 

The Affiliated Better Business 
Bureaus, operating in practically 
every important community of the 
country, has pledged itself to follow 
through by seeing that the new 
declaration, as well as the detailed 
code of practice, is placed in the 
hands of advertisers, and will pro- 
vide the necessary though some- 
times disagreeable duty of policing 
advertising to see that the principles 
and specific requirements which 
have been set forth are not over- 
stepped. 

Inasmuch as the action taken is 
purely extra-legal and intra-indus- 
try, and is supported by the senti- 
ment of advertising interests gener- 
ally, including advertisers, agents 
and publishers, it will probably be 
possible to carry it out without re- 
course to legal methods. Common 
law and specific statutes covering 
unfair competition, fraud, etc., sup- 


ply ample legal authority for what- 
ever action may be necessary for 
the application and enforcement of 
the new basic code of advertising. 

The most important feature in its 
establishment and application, how- 
ever, is the fact that the advertising 
business as a whole is ready for this 
action and is prepared to support it. 
The translation of resolutions and 
convention action into everyday 
practice is sometimes a long and 
arduous operation, but it looks as if 
the business of advertising is pre- 
pared to operate successfully, 
smoothly and without undue friction 
under this regime. 

Incidentally, the task of inform- 
ing the advertising world of the way 
in which the new system will oper- 
ate, and developing sufficiently 
strong sentiment to insure complete 
co-operation, is a job for the adver- 
tising press. Because of the impor- 
tance of the subject, and the neces- 
sity of getting action looking to the 
protection of advertisers and the 
public from advertising of a preda- 
tory and destructive character, 
ADVERTISING AGE has given space in 
its news and editorial columns to 
this subject, and will continue to 
adc so. 

This is one of the most useful ac- 
tivities in which an advertising pub- 
lication can engage at this time, 
and is necessary to the best possible 
results from the intelligent labors 
which advertising leaders have de- 
voted to the solution of these vexing 
questions. 


Prize-Fights as Merchandise 


Over 73,000 people journeyed to 
the Madison Square Garden bowl in 
Flushing last Tuesday night for the 
purpose of witnessing a 15-round 
prize-fight between Max Schmeling 
and Jack Sharkey for the heavy- 
weight championship of the world. 
They paid between $400,000 and 
$500,000 to see the battle. After the 
fight was over New York witnessed 
one of its finest traffic jams as the 
result of the flow of the enormous 
<rowds over the transportation sys- 
tems available for their egress. 

Any advertiser who has been won- 
dering about the ability of people to 
buy should have witnessed this spec- 
tacle, if only for the purpose of con- 
vineing himself that the public will 
respond to an offering which appeals 
to it. The nearly half million dol- 
lars, in cash, spent for admission to 
the bowl is not a large sum, as com- 
pared with total market expendi- 
tures, but it represented surplus, 
over and above the ordinary necessi- 
ties of life. It might have been 
spent in dozens of ways, but it was 
actually spent to attend a prize-fight. 


The spendable surplus of any com- 
munity is smaller now than usual. 
This means that the choice of ways 
in which to expend it narrows down 
considerably. Who gets the busi- 
ness and the money? Obviously 
those whose products are wanted, 
who have done something to create 
attractive offerings and then have 
let the public know all about them, 
sc as to make decision and action 
simple and easy. 

Most business men are not so for- 
tunate as the promoters of boxing 
matches, and do not have the oppor- 
tunity to get their sales stories into 
newspapers in the guise of news. 
Consequently they must make use of 
the other alternative, and present 
the same facts just as interestingly 
and appealingly in the form of ad- 
vertising. 

And remember, whether you are 
talking about New York or New Al- 
bany, there is spendable cash wait- 
ing for somebody with a knowledge 
of mass psychology to present a 
product that people want and are 
ready and willing to buy—even now. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


398. Population Characteristics by 
Census Tracts—Cleveland, O. 


In this pretentious study, 240 
pages, compressed between hard cov- 
ers, Cleveland Plain Dealer has taken 
up the burden where the Bureau of 
the Census left off, using the Bu- 
reau's figures, but giving them in 
more detail than the Bureau could 
do. Not only Cleveland, but the four 
largest adjacent cities—Lakewood, 
Cleveland Heights, East Cleveland 
and Shaker Heights—including 252 
census tracts, have been analyzed 
from the viewpoint of advertisers. 
The data cover age, sex, race or 
color, nativity, country of birth of 
foreign-born and country of birth of 
parents of native white of foreign or 
mixed parentage. Other figures cover 
number of jobless, fumber and size 
of families, color or nativity of 
heads of families, tenure of home, 
type of dwelling, possession of a 
radio, etce., ete. 


399. Major Retail Markets of the 
United States. 


Unlike most documents described 
in this column, Erwin, Wasey & Co. 
have placed a charge of $10 on their 
new study, started originally for 
clients. Sales figures of retail groups, 
broken down by cities, are one of 
the interesting features. This shows, 
for instance, that 12 states, headed 
by New York and Pennsylvania, 
make two-thirds of all grocery sales. 
Just as startling is the fact that the 
bottom 12 states in the list account 
for only 3.62 per cent of national 
grocery sales. The purpose of the 
volume is “to present organized facts 
upon which manufacturers may base 
policies and decisions.” 


394. Newspaper Circulations in 


Iowa, 


In this unusual booklet, the Des 
Moines Register and Tribune com- 
pare their circulations in Iowa with 
those of other newspapers. Maps of 
counties and A. B. C. trading areas 
make the figures easy to grasp. 
Forty-seven newspapers are com- 
pared in this way. 


382. Thomson Posters. 


This is a detailed exposition of 
Thomson Posters, produced by 
“opaque printing,” and making it 
possible for the user of posters in 
small quantities to obtain work com- 
parable in art and workmanship 
with those produced in larger 
quantities with standard processes. 
An interesting feature is the inclu- 
sion of color samples, enabling the 
advertiser to specify the exact back- 
ground desired. 


385. What Is This Banker Influ- 
ence? 


This booklet by American Bankers 
Association Journal discusses the in- 
fluence of bankers on advertising 
and advertising campaigns. This is 
not of the long distance variety, 
either, according to a table analyzing 
the make-up of 29 companies. Of 
353 directors, 79 are bankers and 84 
others have banking interests. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 


CAME THE DAWN 


This is the caption given this illustration by Men's Wear, Chicago, 
which believes that landlords and dealers are going to be business 
partners in the future. 


Voice of the Advertiser 


Metropolitan Welfare 


Copy to Continue 

To the Editor: We have noted the 

leading editorial in your issue of 

June 11 relating to the institutional 

advertising of the Metropolitan Life 
Insurance Company. 


While we are, of course, pleased 
with your words of praise for the 
type of copy, which we have been 
running for ten years, we cannot but 
be a little disturbed at the very 
strong implication given by the ar- 
ticle that advertising of this kind has 
been discontinued. 

This is entirely contrary to fact, 
as it is being carried on on the same 
scale as in the past and will continue 
to be used. It is true that we have 
undertaken an additional and much 
smaller campaign for the direct sell- 
ing of insurance, but this has no rela- 
tion to the main welfare campaign. 


J. E. D. BENEDICT, 


Advertising Manager, Metropolitan 
Life Insurance Co., New York. 


= > 


Tower Magazines 
Show Lineage Gain 
To the Editor: In glancing over 
the records of June advertising in 
ADVERTISING AGE, I was disappointed 
to find Tower Magazines omitted, 
especially as we registered over 19 


magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 
while sending for. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


379. Cosmetic Preferences of College 
Girls and Women in Small Towns. 


The Household Magazine has an- 
alyzed results of its beauty contest 
for women of small towns. Out of 
3,871 mentions, creams, cleansers, 
astringents, and skin foods led the 
parade with 1,031. Next came soap, 
466; face powder, 398; rouge, 270; 
lotions, 250, and so on down the list. 
Pond’s Extract Company received the 
largest individual mention, 209, the 
ratings of a score of others being 
given. The booklet also indicates 
cosmetic brand preferences of col- 
lege girls, as ascertained by Erwin, 
Wasey & Co. for College Humor, a 
strong similarity in thinking habits 
of the two classes being indicated. 


per cent increase in lineage for 1932 
over 1931. 

When magazines show a decrease 
in lineage, it is generally called 
“logical” and a result of the times. 
Where Tower Magazines makes a 
continuous advance in lineage as it 
has this year, with a 33 per cent 
increase for the first six months of 
1932, we feel that it is just “logical” 
and the result of 100 per cent volun- 
tary circulation and 100 per cent 
high profit market concentration. 


Lucite BABcock, 
Tower Magazines, Inc., New York. 
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Problems of Local 


Telephone Advertisers 


To the Editor: Our advertising 
column in the local newspapers is 
going over much better than was 
anticipated. We find that many 
newspaper readers are now turning 
to this column the first thing when 
the paper is delivered. 


For more than twenty years the 
writer has been using liberal quanti- 
ties of display space in the local 
newspapers for the purpose of ac: 
quainting the public with the tele- 
phone problems in Jamestown. In 
fact, when there were competitive 
telephone companies operating here 
the patronage of the then Home 
Telephone Company was built up 
solely through advertising and not 
with solicitors as most telephone 
companies then and now use. 


The object in establishing the 
“Cross Talk” column is to interest 
general readers, but more particu- 
larly women readers of the news- 
papers. In keying some of our ad- 
vertisements we found that the 
women, as a rule, were not as dili- 
gent readers of display space as were 
the men. We find that the women 
wield a great influence in either pre- 
venting or having telephones in- 
stalled in the homes and it is pro- 
posed to “sell” them through this 
column. 


There is one trouble that seems to 
be common to all telephone com- 
panies, and that is interference on 
party lines—interference by one 
party line subscriber using the line 
for long periods at a time, or com- 
ing in on a busy line and attempting 
to take the line away from the sub- 
scriber who is using it. We hope 
through this column to eliminate to 
a great extent this party line inter- 
ference. 

It seems to the writer that a 
column of this nature affords wide 
possibilities for utilities, and even 
for local merchants, providing, of 
course, that someone of initiative 
and ability may be secured to write 
the matter. 


JoHn H. Wricnt, 


Vice-President, Jamestown, 
(N. Y.) Telephone Corp. 
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Cottvery, Te Noses Betty “ 


New reduced prices make 


Americai most popular car 


a greater value than ever! 


A wide choice of big, beatiful models—a variety of fresh mew colors, 


aes poy ag Due 


NEW CHEVROLET 


S1X 445 one 


“Doni skimp on.oranges! 


anes 1 beet’ horny perete 


Sunkist ns Oviindes i a 2 


---e - ae 


Advertiser: Sunkist 


Agency: | Lord & Thomas and Logan 
| a Sat. Eve. Post 
Space: Two Color Page 


Reader Interest: 39% above 
average page 


Advertiser: Dentyne 

Agency: Badger & Browning 
Company, Inc. 

Magazine: Libert 


Space: Second Cover 
Reader Interest: 27% above 
average page 


nee 


Don't take chances with 
your mouth 


ks Medeen Wsing exmdlitioome 
> tram tie — banter “~ 

wheres: 1999 Uw Bane oh her gue f- 
i on unasite Maid gine ta vem 
; tee Noctrnre ton paneer 9 can osmate 


toad breath sect oubeatthy 
ewetthee aay sneer smog 


Advertiser: Chevrolet , 
Agency: | Campbell-Ewald Co. 
gaxine: Sat. 


Would YOU have picked these as 


ve. Post and Collier's 


Four Color Spread 
Reader Interest: 43% x average page 


Space: 


America’s Best Read 
Advertisements 


for the week of June 11, 1932? 


Did you guess right? Try your judgment again this 
week. @ Examine the June 18th issues of the 3 big 
weeklies. @ See if you can pick the “best read ads 


of the week’’. 


@ Right now we’re tabulating the 


figures on what really happened. @, Watch a week 
from today in Advertising Age for the facts and figures. 


NCE, advertising men looked 

casually through the big 
weeklies, praising here, panning 
there. 

Now they still look through. 
But more carefully. 

Some of them write their opin- 
ions on little pieces of paper. Then 
file them for checking next week 
with the facts. 

For now . . . the first time in 
advertising history .. . facts about 
advertising beyond A. B. C. circula- 
tion are being made generally avail- 
able. 

Every week, week after week, 
the investigators of Percival 
White, Incorporated, ring door- 
bells, find readers of the preceding 
issues of Liberty, Collier’s and 
Saturday Evening Post—go 
through each magazine with the 
reader, page by page, item by item, 
check every editorial feature, every 
advertisement seen or read. 

For the first time, every adver- 
tiser in one or more of these 3 big- 
gest weeklies can know not only 


how many of his ads were printed, 
but can have some idea as how 
many were seen and read. 

In the interests of more efficient 
advertising, Liberty sponsors these 
independent investigations tolearn 
more about what happens to ad- 
vertising. 

If you buy space in one or more 
of America’s three biggest week- 
lies, we have your ratings for every 
week beginning back May 7th, 
1932. These ratings are tabulated 
on a handy, file size ‘‘reader in- 
terest rating card"’ already made 
out for you. Requesting a copy of 
this card places you under no ob- 
ligation but entitles you automat- 
ically to receive a revisedcardevery 
time a new ad of yours appears— 
bringing all of your ratings up to 
date for ready comparison. 

Scores of advertisers and agen- 
cies have already asked to be listed 
to receive their own ‘‘reader inter- 
est rating cards’’. For yours, ad- 
dress Liberty Research Dept., 420 
Lexington Ave., New York City. 


Liberty 


America’s BEST READ Weekly 


wg Diemte ne cananes th pereionan 
husks te smeveae to chem 
the beth. mreatiralare scrematth an uch 
and yoority he waossaths, Droty ae 
santaus @ opeeial ragerdirat 
shes Keeps the torts whete 


Pru will their future be ? 


Whe enh ther te he! Whe ee 
SH AS oat ton Bens heay oF obs 


ANSING 1S FASTER WITH DALEY CHOLES FROM COMPRELES as SOURS 


Send for this Book of the Year 
1D4 BAILEY ALLENS BOOK FOR ThE HOME 
Ws thes sort af book cory women har ieee witheed heer & commplen guide te 
emer, wncereeied heer aretsaang- erie by 6 tmues ethorey te tiie "fe 


roam WOM Reence Bom By howe whether Hoe be ae 9 umage He 


4 evil Pobteahed soot prencomnl 46 9 comrtmaion so hempinosy 
at eocictoley by Cones het em hse meds » panne 
rrterhing. dhe onvmead pans «fo weer prot thing YF 25% 

sinks rey Ratehanpests eo Ab PPL F 


5608. Seon for 


Advertiser: Campbell Soup 

ae: F. Wallis a Co, 
gaxine; Saturday Evening Post 

Space: Four Color Page 

Reader Interest: 48% above average page 


Advertiser: Coca-Cola 

Agency: D'Arcy Advertising Co. 
azine: Saturday Evening Post 

Space: Four Color Page 

Reader Interest: 48% above average page 


« READER INTEREST 
RANGE 


Average for 
Ads in 


LIBERTY cms 


Average for Average for Ads in Second Weekly 


Ads in Third Weekly 
For all page ads in 
Liberty 
Collier's 
Sat. Eve. Post 


Issues of June llth 


NUMBER ADV. PAGES 


° % so “ 


How Choice of Magazine 
Varies Reader Interest for 
Your Advertisement 
* 

WEEK OF JUNE 11th 
The average advertising page in 

Liberty stopped: 

35% more persons than in 

2nd weekly 


35% more persons than in 
3rd weekly 


Se it will be ert 


GALL. 
TO KEEP TEETH BRIGHT 
AND CLEAN? 


@ POs arenes saesaes evey 
mai $0 Pett. wher 


Advertiser: Dr. West 

Agency: Mitchell, Faust, Dickson & 
Wieland 

Magazine: Saturday Evening Post 

Space: Second Cover 

Reader Interest: 31% above average page 


« 
This week’s study made under 


observation of 


Ruthrauff & Ryan, Inc. 


Future weeks now being booked by other 
important agencies interested in observ- 
ing at first hand this new method of 
checking reader interest. For open sched- 
ules address Percival White, Inc., 130 
West 42nd Street, New York City. 
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Newspaper Executives 


Hold Fruitful Meeting 


New York, June 23.—‘“It is a curi- 
ous feature of modern business that 
advertising, accepted as an _ indis- 
pensable instrument of competition, 
should be less freely used in times of 
adversity than in times of prosper- 
ity.” 

This was the comment of Francis 
H. Sisson, vice-president, Guaranty 
Trust Co., New York, before the 
Newspaper Advertising Executives’ 
Association at the A. F. A. conven- 
tion. 

Don U. Bridge, advertising di- 
rector, New York Times, was re- 
elected president. Others were re- 
elected as follows: 

Alvin R. Magee, Louisville Courier- 
Journal and Times, vice-president; 
Robert A. Wolfe, Indianapolis News, 
secretary-treasurer; directors, Steve 
Kelton, Houston Chronicle; Frank 
Westcott, Gary (Ind.) Post-Tribune; 
L. M. Barton, Major Market Newspa- 
pers, Inc.; Leroy W. Herron, Wash- 
ington Star; William F. Rogers, 
Boston Transcript. 

New directors chosen were Irwin 
Maier, Milwaukee Journal, and L. L. 
Gaines, Richmond (Va.) News 
Leader. 

“A rational view of the problem 
suggests that the opposite should be 
the case,” continued Mr. Sisson. “Un- 
fortunately, most business men ap- 
pear to regard advertising as a lux- 
ury that is to be indulged only in 
prosperous times.” 

Mr. Sisson asserted that not only 
do markets not disappear, but their 
shrinkage is much smaller than sup- 
posed. 

Asks Broader View 


Burt Vaughn Flannery, vice-presi- 
dent in charge of design, Young & 
Rubicam, New York, urged the news- 
paper men to interest themselves 
more in the strategy of advertising. 
He said the Gallup survey pointed 
strongly to the necessity of illustra- 
tion in newspapers. 

The high score made by comics 
and color advertising resulted in the 
agency putting a lot of their ac- 
counts into newspaper comics, and 
also in using color when it is avail- 
able. In addition, where service in 
the comics is not obtainable, copy is 
being run in the regular news sec- 
tions in comic strip and cartoon 
style, results proving it is effective. 
He emphasized the importance of re- 
search to determine the type of ad- 
vertisement capable of delivering 
maximum value. 

Irwin Maier, advertising manager, 
Milwaukee Journal, reporting for the 
committee on mechanical require- 
ments, said contacts are being es- 
tablished with advertisers and agen- 
cies to obtain their comments on 
changes desired. 

A. I. Hirschmann, director of pub- 
licity, Lord & Taylor, New York de- 
partment store, spoke Tuesday morn- 
ing on “Co-operative Advertising by 
Manufacturer and Retailer,” and 
urged newspapers to lay more stress 
on this arrangement. 

He described plans he has just 
made with a hosiery manufacturer 
for a campaign of that kind this fall, 
and said others are keenly interested 
in working with their local mer- 
chants through newspaper advertis- 
ing. 

Too Many Statistics 


Mr. Hirschmann criticised meth- 
ods of selling newspaper space, as- 
serting that entirely too much atten- 
tion is given by salesmen to circula- 
tion statements and other statistical 
information. He urged that newspa- 
per representatives give more atten- 
tion to the character, location and 
buying power of their readers, and 
study the merchandising problems of 
advertisers. 

Louis Wiley, business manager, 
New York Times, spoke on “The 
Newspaper and the Future,” empha- 
sizing that the newspaper is a “bread 
and butter” medium. 

“No more important work,’ he 
said, ‘can be done by any newspaper, 
or group of newspapers, than to 


study and interpret the markets re- 
vealed by the census of distribution. 
The full argument for the economic 
value of newspapers as mediums has 
never before been made so convinc- 
ing.” 

In a discussion of rates, which fol- 
lowed, Mr. Wiley said the high costs 
of obtaining and printing important 
news are one of the reasons why it 
is difficult to reduce rates. 

At the luncheon meeting, Presi- 
dent Hodges delivered the greetings 
of the Federation to the association. 
He was followed by Carl Ackerman, 
dean of the School of Journalism of 
Columbia University, New “York, 
who paid a high tribute to the lead- 
ership newspapers are exercising in 
molding public opinion and thus in- 
fluencing business and governmental 
policies. 

Ralph C. Leavenworth, director of 
publicity, Westinghouse Electric & 
Mfg. Co., described the interesting 
sales plan started May 1, which has 
resulted in 45,000 sales, amounting to 
$1,880,000, by the 35,000 employes of 
the company. He said interesting 
all employes in sales is a principle 
which can be applied to any busi- 
ness, including the publishing of 
newspapers. 

Edward L. Bernays, well-known 
New York public relations man, 
spoke on “The Science of Ballyhoo,” 
in which he explained how the pub- 
lic mind works, and why symbols or 
cliches have to be developed which 
will represent certain sets of ideas. 
That these ideas can be put across 
through publicity he demonstrated 
by referring to the propaganda for 
and against prohibition. 

“In this day of economic warfare,” 
he said, “propaganda is necessary.” 


Report Automobile, 
Truck Sales Up 


Dodge Bros. Corporation’s deliver- 
ies of cars and trucks to dealers 
from May 1 to June 11 were more 
than 5 per cent greater than in 1931, 
the increase for May being 7.4 per 
cent. 

Retail sales of De Soto and Ply- 
mouth dealers last week were 82 per 
cent ahead of 1931. Reo Motor Car 
Co. announced that May was the 
eleventh consecutive month in which 
truck deliveries increased over 1931. 


Parsons Treasurer 
of Chicago Society 


Allen D. Parsons was elected treas- 
urer of the Society of Typographic 
Arts, Chicago, June 21, other officers 
being re-elected. Logan Anderson, 
R. R. Donnelley & Sons Co., is presi- 
dent; J. L. Frazier, Inland Printer, 
vice-president and R. H. Middleton, 
Ludlow Typograph Co., secretary. 

Directors chosen for three years 
are George O. Cromwell, Ludlow 
Typograph Co.; M. Vaughn Mill- 
bourn, designer, and BE. Willis Jones, 
Needham, Louis & Brorby, Chicago 
agency. 


Compare G. O. P. Votes 
With Prohibition Poll 


Literary Digest, New York, has is- 
sued a table showing complete re- 
sults of its recent country-wide pro- 
hibition poll, as compared with the 
votes of delegates on this subject at 
the Republican National Convention. 

The figures show the poll accu- 
rately reflected public sentiment. 


Is “Biggest Advertiser” 


Clyde Noel, Mt. Pleasant, Ia., sign 
painter, who tips the scales at 340 
pounds, wears a sweater bearing in 
huge letters, “I. B. A.”—“Iowa’s Big- 
gest Advertiser.” 


Whitmore Joins Tone 
H. G. Whitmore, formerly with 
Hall Mfg. Co., Cedar Rapids, has 
joined Tone Bros., Des Moines, Ia., 
as sales and advertising manager. 


Alexander Winton Dead 


Alexander Winton, the first man to 
manufacture and sell automobiles, 
died in Lakewood, O., June 22. His 
first car was sold in 1898. 


RETURNED TO OFFICE 


Don U. Bridge 


URGE DISCOUNTS 
TO STEM CREDIT 
LOSS OF DAILIES 


Detroit, Mich., June 24.—Placing 
new and small retail accounts on a 
weekly payment basis instead of 
monthly, and giving impressive dis- 
counts for cash payments, were two 
methods suggested for stemming the 
rising tide of newspaper credit losses 
by members of the Newspaper Credit 
Executive Group of the National As- 
sociation of Credit Men, meeting 
here. 

Increasing discounts for cash not 
only aids in collections, but placates 
demands for lower rates, H. D. Fen- 
ner, Des Moines (lowa) Register and 
Tribune said. His paper has main- 
tained its basic line rate, but offers 
a cash discount of one cent a line 
per month. 

Collections from agencies on na- 
tional copy are likewise becoming in- 
creasingly difficult, it was said. While 
no change was recommended in the 
present method of monthly billing, 
members decided to supplement the 
work of the American Newspaper 
Publishers’ Association credit serv- 
ice by interchanging credit informa- 
tion among themselves. 

R. B. Gratzer, Louisville (Ky.) 
Courier-Journal, was re-elected chair- 
man of the group. Others attending 
the sessions included: 

C. S. Hogarth Chicago Tribune; 
N. W. Hird, Cleveland Plain Dealer; 
H. B. Pugsley, Cleveland Press; 
Harry A. Lee, Providence (R. I.) 
Journal; A. W. Selby, Chicago Daily 
News; J. D. Robertson, Detroit Free 
Press; Milford Nadeau, Detroit 
Times; Basil Judkins, Indianapolis 
News; Charles A. Colton, Boston 
Transcript; R. V. De Barry, Lansing 
(Mich.) State Journal; E. L. Peter- 
son and Louis A. Weil, Flint (Mich.) 
Journal. 

In the general convention, instal- 
ment selling, chain stores, and the 
co-operation of wholesalers and 
manufacturers with independent re- 
tailers received attention. 


Canadian Poster Men 


Pick New Secretary 


R. J. Miller, Miller Posting Serv- 
ice, Orillia, Ont., was elected secre- 
tary of Canadian Poster Assn. at the 
annual meeting last week. 

W. T. Sutton, E. L. Ruddy Co., To- 
ronto, was re-elected president and J. 
W. Thomas, Williams, Thomas Ltd., 
Montreal, vice-president. 


Dyson Loses Mother 


Mrs. George H. Dyson, mother of 
Harry T. Dyson, vice-president of 
Cramer-Krasselt Co, Milwaukee 
(Wis.) agency, died in New Britain, 
Conn., June 19. 


Joins Texas League 


San Marcos News, a new daily pa- 
per, has joined Texas Daily Press 
League, Inc., bringing the member- 
ship to 47. 


Find Steady 
Progress in 


Outdoor Field 


New York, June 22.—One of the 
most largely attended departmental 
meetings of the A. F. A. convention 
was that of the Outdoor Advertising 
Association of America, held yester- 
day under the chairmanship of 
George W. Kleiser, of Foster & 
Kleiser, San Francisco, president of 
the outdoor association and _ vice- 
president of the Federation. 

C. King Woodbridge, of Arbuckle 
Bros., New York, a former president 
of the Federation, said he started his 
business career in outdoor advertis- 
ing, though the kind of signs he put 
up suggested that he might have 
been what is technically known as a 
sniper. 

Mr. Woodbridge said outdoor ad- 
vertising has shown a fine spirit of 
co-operation in meeting the views of 
the public, and public rights are now 
well protected by regulations which 
have been enacted. 

Kerwin H. Fulton, president of 
Outdoor Advertising, Inc., was not 
present, but his talk, describing the 
operations of the company, and in- 
dicating that 75 new advertisers 
have been converted to the use of 
the medium during the past year, 
was read by Hector Fuller. 


Medium Is Analyzed 


Leonard Dreyfuss, treasurer of 
Outdoor Advertising, Inc., and pub- 
lisher of Futura Publications, New 
York, analyzed the special values of 
the medium, based on the outdoor 
life that Americans are leading, and 
on “exclamatory” power of the 
poster. 

“Outdoor advertising dominates to- 
day,” he concluded, “because of its 
large size and its ability to use 
color; because it is ever-present on 
the highways and byways; because 
it is ‘as free as air’; and because it 
is the most economical of all me- 
diums.” 

R. D. French, vice-president of 
Outdoor Advertising, Inc., Chicago, 
and H. E. Fisk, general manager of 
the Outdoor Advertising Association 
of America, told how their organiza- 
tions serve plant owners and adver- 
tisers. 


San Francisco Club 
Picks Committees 


San Francisco Advertising Club 
has organized for the year by ap- 
pointing committees. Chairmen are: 

Program, Earle V. Weller, Camp- 
bell-Ewald Co.; membership, Nathan 
Danziger, San Francisco Examiner; 
reception, Sid Herzog, Foster & 
Kleiser Co.; entertainment, Harrison 
Holliday, radio station KFRC; pub- 
licity. Fred Q. Tredway, Southern 
Pacific Co.; departmentals, Carl J. 
Eastman, N. W. Ayer & Son; radio, 
J. Capen Eames, National Broadcast- 
ing Co. 

Direct mail, Fred Cronenwett, H. 
S. Crocker Co.; finance, Charles 
Pritchard, Bonestell & Co.; “Ad Age,” 
Garnet J. Weigel, Knight-Counihan 
Co.; advertising managers, Herbert 
Hilscher, Dollar Steamship Co.; edu- 
cation, Douglas McPhee, Western Ad- 
vertising and Western Business. 


L. H. Tyler Heads 
New Haven Club 


Leslie H. Tyler, New York, New 
Haven & Hartford Railroad Co., was 
elected president of the New Haven, 
Conn., Advertising Club at its annual 
meeting. Joseph Walker is vice- 
president; Ray Gorman, secretary, 
and Clarence Lippman, treasurer. 

Directors are John H. J. Adams, 
retiring president; Charles A. Biever, 
Anthony Fehm, George A. Hayes, 
Kenneth A. Redfield, Thomas C. Tar- 
rant, and Andrew Casolino. 


Cook Joins Rankin 


Wilbert F. Cook, formerly with 
Williams & Cunnyngham, Chicago, 
and author of books on advertising 
and interior decoration, has joined 
Wm. H. Rankin Co., Chicago. 


Booth Is Art Director 


Thomas E. Booth, formerly with 
George Batten Co., New York, has 
been appointed art director of Dono- 


PICK WINNERS — 
IN. UTILITIES’ 
COPY CONTEST 


New York, June 23.—Eric W. 
Swift, chairman of the “better copy” 
committee, Public Utilities Advertis. 
ing Association, provided the feature 
of the association’s annual meeting 
with announcement of winners. The 
summary: 

Electric Institutional Division: 
first, Consumers Power Co., Jackson, 
Mich.; second, Commonwealth Edi- 
son Co., Chicago. 

Electric Merchandise Division: 
first, Northern States Power Co.,, 
Minneapolis; second, Edison Electric 
Illuminating Co., Boston. 

Gas Institutional Division: _ first, 
Dallas Lone Star Gas Co., Dallas, 
Tex.; second, Public Service Com- 
pany of Northern Illinois, Chicago. 

Gas Merchandise Division: first, 
Union Gas and Electric Co., Cincin- 
nati; second, Springfield Gas Light 
Co., Charles H. Tenney & Co., Bos- 
ton. 

Transportation Electric Railway 
Division: first, Chicago Surface 
Lines, Chicago; second, British Co- 
lumbia Electric Railway Co., Van- 
couver, B. C. 


Poster Division Winners 


Electric, Gas and Transportation 
Posters Division: first, Salt Lake and 
Utah Railroad, Salt Lake City; sec- 
ond, Consolidated Gas Co., New York. 

Electric, Gas and Transportation 
Billboards Division: first, Pacific 
Electric Railway, Los Angeles; sec- 
ond, Virginia Electric and Power 
Co., Richmond. 

E. Frank Gardiner, Midland United 
Co., Chicago, was elected president 
of the association. Other choices: 
first vice-president, Henry Ober- 
meyer, Consolidated Gas Co., New 
York; second vice-president, Stanley 
Quinn, Electric Bond and Share Co., 
New York; third vice-president, J. 
R. Pershall, Public. Service Co. of 
Northern Illinois, Chicago. 

Secretary, Eric W. Swift, Com- 
monwealth Edison Co., Chicago; 
treasurer, H. F. Weeks, Consolidated 
Gas Co., New York; directors, C. A. 
Tattersall, Buffalo; Morris E. Ja- 
cobs, Omaha, and J. E. Marsh, At- 
lanta. 

Basing his suggestions on analyses 
of surveys, Daniel Starch, Daniel 
Starch and Staff, New York, said 
that economical operation appears to 
be the best theme for electric refrig- 
erator advertising, and that absence 
of odors, blackened utensils and heat 
are good arguments to use in electric 
range promotion. 

Saturation of the appliance market 
is in the remote future, he suggested, 
although the figures show more pros- 
pects in the lower income field. In 
the higher brackets, the replacement 
market offers great possibilities. 


Alabama “Drug Stores” 
Must Have Pharmacists 


Drug stores in Alabama which do 
net employ registered pharmacists 
and have no prescription facilities 
may not advertise themselves as 
drug stores after July 1, in accord- 
ance with a law passed last year. 

About 20 concerns in Birmingham 
operate as “drug stores” without 
having either a prescription counter 
or a pharmacist. 


Keith Jones Dead 


Lieut. Keith Jones, a member of 
the English staff of United Press, 
died in London June 18. He was 
formerly with the Chicago Daily 


News and Gundlach Advertising Co., 


Chicago. 


Get Kol-Master Account 


Paragon Kol-Master Corp., Oregon, 
Ill., coal burners and automatic 
stokers, has placed its account with 
Hurja-Johnson-Huwen, Chicago. 


Buys Outdoor Company 


J. R. Dague has purchased Dague 
Poster Advertising Co., Minonk, IIL, 
from H. H. Dague and has appointed 


van-Armstrong, Philadelphia. 


Ralph Dague, manager. 
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Successful Outdoor Advertising implies more than 
ordinary advertising skill. It implies the ability to 
dramatize ideas—to think in poster terms—to 
recognize and use “headline copy”—to so combine 
the elements of design and color and lettering 
as to command attention, convey a message and 
make a lasting impression—all in a few brief 


seconds of time. 
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The posters shown on this page are a few 
Campbell-Ewald productions now appearing on 
the boards. . . . Note the diversity of style and 
character. The modernity of Pontiac—the sheer 
beauty of Chevrolet—the quiet dignity of 
Guardian National Bank, and the pleasing appeal 
of Cadillac Ice Cream—each designed to do a 


specific job and produce a definite result. 
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Outdoor Advertising is only one of the major 
jobs of a modern advertising agency. It is an 
extremely important one, however, and demands 
not only wide experience but a high degree of 
specialized skill. . . . Campbell-Ewald Company 
enjoys the distinction of placing probably the 


largest volume of Outdoor Advertising of any 


= advertising agency in the country. 
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June 25, 1932 


How About the 
Yellow Flag ? 


By 
WILLIAM R. JOHNSTON 


Copyright 1932, U. S. A. 


Chicago, June 23.—We hear and 
read a lot about communism and the 
RED FLAG these days, but how 
about the YELLOW FLAG, the flag 


This is the third of a series of fifty-two 
articles directed to manufacturers who 
have plants, policies, products and pur- 
poses and who are willing to work. 


that is apparently nailed to the 
masthead of many businesses, the 
flag that indicates and portrays in- 
decision, lack of convictions, lack 
of that ugly but expressive word 
“GUTS.” 

Many manufacturing and jobbing 
executives still cling to the insane 
idea that they created prosperity in- 
stead of prosperity creating them. 

But the Old Girl Prosperity has 
gone up a lane to adjust her bustle, 
pull up her stockings, push her 
bangs up under her bonnet and ap- 
ply a little rouge and face powder 
on lips and cheeks, and she is not 
coming back by herself. We have 
got to go up that lane and bring her 
back on the main highway. This 
will not be accomplished by alter- 
nately waiting and hoping and 
moaning and groaning, and it won’t 
be accomplished through old fash- 
ioned, obsolete ideas and methods. 

Many men have the erroneous 
idea that all they have to do is sit 
back and wait, and when the change 
comes it will come fast. Orders wil] 
pour in on them by mail, telephone 
and telegraph. They are kidding 
themselves. When the turn does 
come, they will find buyers more 
crafty and discriminating than ever 
before. Selling will be a matter of 
putting a prospect in the frame of 
mind where he knows, beyond any 
question of doubt, that he will bene- 
fit and profit through the transac- 
tion and then he will buy. Old, 
moth - eaten, time - worn, obsolete 
methods of selling and merchandis- 
ing and advertising will not fit into 
the picture. 

Manufacturers and jobbers are 
calling in industrial engineers and 
certified public accountants to help 
them reduce their costs and elimi- 
nate waste in their production and 
handling methods. 

What about selling? Selling is the 
back-bone of every business. Why 
not call in a man or men with open 
minds, who are trained or who have 
trained themselves to find the leaks 
and bad spots in selling and mer- 
chandising and eliminate them? 

To most manufacturing executives, 
selling and merchandising is some 
ethereal, mysterious thing that is 
supposed to take care of itself. The 
next six months means more con- 
solidations and more failures of 
manufacturers and jobbers who have 
not back-bone enough to go ahead 
now. The reason most concerns are 
folding up and will continue to fold 
up is because they lack back-bone. 

This so-called depression is man- 
made and it can only be unmade by 
men who are broad minded enough 
to call in selling and merchandising 
and advertising brains to help solve 
their probiems. 

Let me help you haul down that 
yellow flag. 

Executives of worth while manu- 
facturing and jobbing concerns are 
invited to send for my new book, 
“YOUR CUSTOMERS—To Have and 
To Hold.” There is no obligation 
and no salesmen to follow it up. 


Wm. R. Johnston, President 

Sales Promotion Company, 

1441-1442 Merchandise Mart, 
Chicago, Illinois. 


Advertisement 


NEW PRINCIPLES 
ARE ENUNCIATED 


BY FEDERATION 


(Continued from Page 1) 


Charles E. Murphy, New York at- 
torney and former president of the 
Advertising Club of New York, was 
elected treasurer and a director suc- 
ceeding Joseph H. Appel, John Wana- 
maker, New York. 

Arthur H. Brayton, editor, Mer- 
chants Trade Journal, Des Moines, 
Ia., was made secretary, succeeding 
Robert L. Johnson, of Time, who 
continues as a director. 

Jeannette Carroll, publicity direc- 
tor, Bryant-Stratton College, Provi- 
dence, was elected a director in place 
of Helen J. Baldauf, Robert A. Johns- 
ton Co., Milwaukee. 

Miss Carroll is succeeded as A. F. 
A. vice-president and chairman of 
the Council on Women’s Advertising 
Clubs by Helen M. Rockey, past 
president of the League of Advertis- 
ing Women of New York, and assist- 
ant advertising manager, New York 
Edison Co. 


Gaughen New Chairman 


Other chairmen of councils, who 
are ex officio vice-presidents, are: 

George W. Kleiser, president, 
Foster & Kleiser Co., San Francisco, 
Council on Departmental Activities, 
re-elected. 

John B. Gaughen, Capper Publica- 
tions, Detroit, Council on Advertis- 
ing Clubs. He succeeds G. Lynn 
Sumner, president, G. Lynn Sumner 
Co., New York, who becomes a direc- 
tor. 

Other directors chosen for three 
years are Benjamin F. Sweetland, 
Seattle; O. C. Harn, Audit Bureau 
of Circulatious, Chicago, re-elected; 
Frank G. Huntress, publisher, San 
Antonio (Texas) Express, re-elected; 
Major P. F. O’Keefe, P. F. O’Keefe 
Advertising Agency, Boston, re- 
elected. 

Invitations for the 1933 convention 
were extended by Grand Rapids, Mil- 
waukee and Cincinnati. They will 
be acted on later by the board of di- 
rectors. 

The full text of the Declaration of 
Ideals and Principles adopted is as 
follows: 


Text of Declaration 


“1. We agree to conduct our busi- 
ness with a due recognition that 
truth, honesty and integrity must be 
the basis of every sound transaction; 
consider mutual interests of supplier 
and consumer and, therefore, avoid 
anything tending toward misrepre- 
sentation, indecent or misleading ad- 
vertising, deceptive methods or prom- 
ise of performance that cannot be 
reasonably fulfilled. 


Consumer as Guide 


“II. We desire to maintain con- 
structive elements in competition, 
those elements of initiative, intelli- 
gent and efficient effort that benefit 
the consumer; and remove those 
practices in competition that are of 
no benefit to the consumer and that 
are destructive of the whole mutual- 
ity of the interests. We, therefore, 
agree to develop in competition a 
friendly emulation in improvement 
of service to the consumer; and elim- 
inate unfair practices, injurious and 
discriminatory methods, tending to 
destroy both the efficiency of the 
business and the capacity of the con- 
sumer to purchase from business. 

“III. In the final analysis, business 
health depends upon the efficiency of 
service to the consumer and, there- 
fore, his interests are paramount, 
not only to himself but to our busi- 
ness. Therefore we will seek in all 
our endeavors to provide a more effi- 
cient service through increased cap- 
acity and knowledge, so that our re- 
sponsibility in this direction will be 
fully discharged. 

“IV. The big problem of modern in- 
dustry is to bring the product from 
point of production to point of use 
with greatest efficiency and least 


HEADS COUNCIL 


John B. Gaughen, Capper Publica- 
tions, Detroit, who becomes chair- 
man of Council on Advertising 
Clubs, and ex officio vice-president. 


waste. Advertising has an important 
part to play in the solution of this 
problem and, therefore, we agree to 
bend our greatest efforts in this di- 
rection by the more practical use of 
these principles, a more effective 
comprehension of the problem itself 
and greater progress in promotion of 
better practices in our own business 
and our contact with others.” 
Other Resolutions 

The text of the three resolutions 
adopted on motion of Joseph Appel, 
John Wanamaker, New York, chair- 
man of the resolutions committee, 
follows: 

I 


Advertising Must Maintain the High- 
est Ideals in Precept and Practice 


“Whereas, the Association at its 
Baltimore Convention in 1913 set up 
Truth in Advertising as an essential 
fundamental and later organized the 
Vigilance Committee to maintain a 
high form of advertising practice, 
now reaffirmed in this convention by 
the adoption of a Declaration of Ad- 
vertising Ideals and Principles; 

“And Whereas, the Association of 
National Advertisers and the Ameri- 
can Association of Advertising Agen- 
cies have jointly adopted a Code of 
Practice for national advertising and 
the Affiliated Better Business Bu- 
reaus a Code for retail advertising; 

“And Whereas, these Codes, when 
adhered to, will tend to lessen the 
misuse of advertising by the few and 
make it more profitable to the great 
majority of the advertisers who use 
it fairly, making it more efficient in 
the distribution of merchandise, and 
thus more serviceable to the con- 
sumer; 

“Be it Resolved, That the Adver- 
tising Federation of America most 
heartily commends all of these prin- 
ciples and codes, and urges their ob- 
servance upon business generally in 
all its many activities.” 


II 


Industry and Government Must Co- 
operate and Taxation Be Reduced 


“Be it Resolved, That the Advertis- 
ing Federation of America calls upon 
all law-makers—Federal, State and 
Local—to deflate both governmental 
activities and expenditures in line 
with the deflation of business and 
living expenses, by abolishing use- 
less Bureaus, removing duplication in 
and coordinating useful Bureaus, 
recognizing that governments should 
be conducted on business as well as 
political principles; and in order to 
accomplish this desired end and to 
inspire labor, capital and all indus- 
try and management with new cour- 
age and faith, the Federation further 
urges upon the Presidential nomi- 
nees of the Republican and Demo- 
cratic parties, to acept the principle 
that whoever is elected he will form 
a Coalition Cabinet, so that partisan 
contention may give way, both in 
government and in business, to un- 
selfish cooperation that will speed a 
sound return to better times.” 


II 
Trade Barriers Must Be Removed 


“Be it Resolved, That the Advertis- 
ing Federation of America commends 


the House of Representatives of the 
Congress of the United States for its 
recent approval of these movements 
and urges their early crystalization 
into a World Economic Conference 
that may quickly formulate business- 
like plans for the guidance of Gov- 
ernments and Industry in the solu- 
tion of problems that are common to 
all peoples, all nations, all indus- 
tries which have dealings with one 
another.” 

The general sessions opened Mon- 
day with a luncheon in the main 
ball-room of the Waldorf-Astoria, at 
which Amelia Earhart, famous At- 
lantic flier, was the guest of honor. 
She received a great ovation and re- 
sponded with a simple and winning 
story of her flight. She was intro- 
duced by Grover Whalen, of John 
Wanamaker’s, who is president of 
the New York Advertising Club, un- 
der whose auspices the reception was 
tendered. 

Gilbert T. Hodges, of the New York 
Sun, president of the Federation, 
opened the convention by reading a 
message from President Hoover, who 
emphasized the importance of the 
work being done by advertising peo- 
ple. His message was as follows: 


Message from President 


“I will be obliged to you if you 
will express my cordial greetings to 
those attending your convention and 
my best wishes. Advertising has 
come to be such a vital force in our 
highly complex mechanism of pro- 
duction and its distribution that it 
is most important that those respon- 
sible for its conduct be leaders in 
courage and enterprise. I wish you 
all possible success in your delibera- 
tions in this direction.” 

Following the luncheon, _ three 
speakers were introduced at the 
afternoon session by Charles C. 
Younggreen, McJunkin Advertising 
Co., Chicago, a past president of the 
Federation. Mr. Hodges, the first 
speaker, dealt with the theme of the 
convention, “Advertising: The Way 
Out.” 

Mr. Hodges reviewed 28 years’ 
service of the Federation and called 
attention to its efforts in behalf of 
truth in advertising. He said that, 
while there are some current unfair 
practices which tend to tear down 
advertising, there is nothing to be 
hysterical about, and that these evils 
can be corrected. 


Urges Higher Ideals 


He urged that the Federation ap- 
prove the code of advertising copy 
practice recently adopted by the As- 
sociation of National Advertisers 
and the American Association of Ad- 
vertising Agencies, and that adver- 
tising men _ generally rededicate 
themselves to the ideals of truth and 
fair dealing. 

In dealing with the function of 
advertising in helping to find a way 
out, Mr. Hodges said latent buying 
power is not being used because of 
lack of confidence. He pointed to 
the record of many successful com- 
panies which have developed new 
and interesting products and have 
successfully sold them through ad- 
vertising. More examples of this 
kind are needed. 


Urges More Advertising 


Credit facilities are now available, 
but sales efforts are needed to bring 
purchasing power into action. Ad- 
vertising, put back of worth-while 
goods, will spur public interest and 
stimulate buying to a point where 
the entire situation will be improved. 

“Advertising,” he concluded, “is 
the most potent force at the disposal 
of business. With it natural and 
normal desires can be reawakened 
and the sale of worthy products pro- 
moted.” 

Lee H. Bristol, vice-president of 
Bristol-Myers Co., and _ president 
of the Association of National Adver- 
tisers, spoke on “The Depression and 
Its Challenge to Management.” He 
said that, while he agreed with Mr. 
Hodges as to the value of advertis- 
ing, he felt that something more 
basic is needed and that we cannot 
hope to ballyhoo ourselves into pros- 
perity. 

“Business leadership is the great 
need,” he urged. “With a sound gen- 
eral program established, advertising 


NEW TREASURER 


Charles E. rm former es 
dent, Advertising Club of New York. 


can fit itself into the needs of the 
situation. Great markets are still 
left, and can be successfully culti- 
vated.” 

Mr. Bristol said that the A.N.A.- 
American Legion employment drive 
demonstrated the power of national 
organization effort, and urged that 
business organize and get buying 
started. Once this is supplied, he 
said, advertising can do a good job 
in its own special field. 

Dr. Virgil Jordan, economist of the 
McGraw-Hill Publishing Company, 
spoke on “Advertising and Economic 
Reconstruction,” in which he dis- 
cussed the reasons for the depres- 
sion, and pointed out its special 
character. 


Problem of 1932 


“This is a surplus crisis,’”’ he ex- 
plained, “not a deficit depression. 
Use of our surplus goods is the big 
problem today. Our task is to sell 
the United States back to the Amer- 
ican people as a paying proposition. 
No group is better prepared to do 
this than advertising.” 

Dr. Jordan said that the advertis- 
ing temperament is one of the major 
contributions which America has 
made to the world, while on the 
other hand banking and financial 
practice is still lingering in the mid- 
dle ages. Advertising, he pointed 
out, is a universal instrument, and 
so should be applied to all business 
and industrial activities. It must not 
only deal with consumer demand, 
but with the things which determine 
consumption. 

“The production of goods is of no 
use,” he concluded, “unless the great 
mass of the people can buy, use and 
enjoy them. The average man, with 
a small income, who has been the 
backbone of the markets created by 
advertising, should be given a bet- 
ter chance.” 

At the dinner Monday evening, 
Gilbert Hodges was toastmaster, and 
Julius Tannen, well-known humorist, 
made a witty and amusing talk. The 
serious address was delivered by Dr. 
Nicholas Murray Butler, president of 
Columbia University, who presented 
his well-known views on war debt 
cancellation as a means of restoring 
world prosperity. The Advertising 
Club Singers and the Vincent Lopez 
orchestra supplied entertainment. 

The general session Wednesday, 
presided over by Edgar Kobak, vice- 
president and general sales manager, 
McGraw-Hill Publishing Co., was one 
of the most interesting of the con- 
vention. 

Mr. Kobak said advertising should 
ask people to buy. 


A Serious Business 


“Advertising,” said he, “is serious 
business and advertising men and 
women take their work seriously, so 
as to be equipped to do their share 
to improve business conditions. 

“Advertising is the prime mover of 
business and if we as advertising 
people intend to do our job well we 
must know more about business in 
all its phases. Our program was de- 


signed with that point in view—to 
broaden our horizon, raise our sights 
(Continued on Page 9) 
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(Continued from Page 8) 


and see the task ahead for advertis- 
ing and selling. 

“We must rid ourselves of fear in 
selling. Too many seem afraid to 
ask for business, not only in direct 
sales work but in many forms of ad- 
vertising. 

“Modern products have been de- 
veloped, our distribution machinery 
is working. Now all we have to do 
is to compliment the buyer by asking 
the buyer to purchase the good 
things, at fair prices, that we have 
to offer.” 

George H. Houston, president of 
Baldwin Locomotive Works, Phila- 
delphia, spoke on “The Machine and 
the Market,” discussing the business 
situation in terms of unemployment 
growing out of the decline in sales 
of capital goods and the falling off of 
exports. 

While agreeing that stimulation of 
public works would help some, Mr. 
Houston believes the chief improve- 
ment will come about through mak- 
ing capital available for long-term 
investment in capital goods such as 
housing and industrial moderniza- 
tion. He suggested that Federal aid 
for such activities as these would 
bring an improvement in employ- 
ment. 

How Cellophane Helps 


O. F. Benz, director of sales for 
duPont Cellophane Co., New York, 
spoke on “Wrapping the Window 
Around the Goods,” describing va- 
rious applications of his company’s 
product which have added merchan- 
dising value to products. 

Dr. Julius Klein, assistant secre- 
tary of commerce, made a character- 
istic speech on “Advertising’s Oppor- 
tunity,” emphasizing the ability of 


REPRESENTS WOMEN 


Helen M. Rockey, assistant advertis- 
ing manager, New York Edison Co., 
elected vice-president and chairman 
of Council on Women's Advertising 


Clubs. 


advertising to restore confidence. He 
urged maintenance of business 
ethics. 


“Business is on trial,’ he asserted. 
“It is up to advertising to see that 
business honesty is adhered to. The 
wild hysteria of price-cutting, the 
tawdry sham of the fake testimonial, 
must be kept down. Business must 
be kept out of the dubious quagmire 
of stagnant ballyhoo. 


“Never in the history of advertis- 
ing has its good reputation been so 
at stake as today. Don’t carry things 
to ridiculous and dangerous ex- 
tremes. 

“It is not only necessary to adopt 


a code of ethics, but also to put it 


into effect. Individual responsibility 
is needed to make the situation all 
that it should be.” 


Dr. Klein pointed out that the cen- 
sus of distribution, which was pro- 
vided largely through the efforts of 
advertising, has given advertisers in- 
formation which they can use effec- 
tively in increasing the precision of 
their efforts, and that hundreds of 
research agencies are now available 
to assure accuracy of statements em- 
ployed in advertising. 


Turnpike Era Gone 


Rapidly changing markets make it 
necessary for the advertiser to be 
sure of his ground, and to use the 
array of facts which make selective 
marketing necessary and profitable. 
The turnpike era has gone, and 
manufacturers and merchandisers 
must be sure their facts are up-to- 
date. 


In asserting that buying power is 
still in evidence and that the coun- 
try is far from broke, Dr. Klein 
pointed out that 73,000 people paid 
from $2.30 to $23 to look on at an 
adjustment of international differ- 
ences by Messrs. Sharkey and 
Schmeling. 


Savings have gained 140 per cent, 
including deposits in savings banks 
and life insurance, and spending 
power can be tapped through the 
proper approach by the right kind of 
advertising. He expressed the belief 
that conditions are favorable for a 
rapid return to prosperity, once the 
movement upward has begun. 

In closing, Dr. Klein said, “Mod- 
ern advertising is not so much a 
matter of megaphones as_ micro- 
scopes.” 

Lew Hahn, chairman of Hahn De- 
partment Stores, speaking on “Mu- 
tual Problems of the Distributor and 
Producer,” said reduced buying power 
of the consumer, due to the vastly 
larger percentage of the national in- 
come taken in taxes, is the chief 
cause of poor business. He urged 
organization of business to bring 


“SMILE, PLEASE” AND THEY DID 


Gratifying cameraman at A. F. A. convention, left to right, Hil F. 


Best, M. C. Mogensen & Co., president, Six Point League; Bernarr 


Macfadden, renowned publisher, 


and Charles C. Green, agency 


expert. 


pressure on government for reduc- 
tion of taxation. 

He said material wants are the 
same as ever, but that advertising 
which convinces the public that com- 
modity prices are constantly reach- 
ing new lows cannot create demand 
for merchandise. 

Dr. Phillips Thomas, Westinghouse 
Electric & Mfg. Company, presented 
a unique demonstration of “Elec- 
trons at Work and at Play,” in which 
he showed entertainingly and dra- 
matically the -remarkable applica- 
tions now being made of the prin- 
ciples of the vacuum tube. 


Report Outdoor Billing 


Outdoor Advertising Incorporated, 
which was formed last year to act as 
national special representative for 
poster plants throughout the coun- 
try, closed its first year June 15 with 
total national billing of $18,893,537. 


Join Alpha Delta Sigma 


Emil Cady, W. C. Bartels and John 
L. Meyer, former officers of the Madi- 
son, Wis., Advertising Club, have 
been elected honorary members of 
Alpha Delta Sigma, professional ad- 
vertising fraternity at the Univer- 
sity of Wisconsin. 
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This puts the 


Yy 


to work for you 


~ 


“AIRSHIP DISPLAY” — newest and most spectacular 
outdoor advertising medium — provides day and 
night coverage of America’s largest buying centers 


VERYBODY looks up when an airship soars over- 


head. Everybody will see your advertising if you 


use “Airship Display.” 


You can put your name, your slogan, your selling 
message in the air —emblazoned in 6-foot neon letters 
at night — displayed in 8-foot letters on sky banners 
by day. 


You can cover forty million people in five of America’s 


largest buying centers —in all five centers at once or in 
one locality at a time. 


You can cover local celebrations, fairs, conventions, 
races, sport events—or you can put extra “push” in 
selling drives. You can buy display by the hour, the 
day, the week, or in periodic cycles. 


Five Goodyear airships are available in five market cen- 
ters. Passenger flights as contest prizes or dealer rewards, 


and other special features add to the interest. Write to 
Goodyear, Akron, Ohio, or Los Angeles, California, for 
prices and full particulars. 
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PHILCO FIRST, 
BROWN ASSERTS; 
TELLS POLICIES 


New York, June 21.—The Newspa- 
per Advertising Executives Associa- 
tion today heard a remarkably inter- 
esting talk by Harry Boyd Brown, 
merchandise manager, Philadelphia 
Storage Battery Co., describing the 
methods which, he said, have placed 
Philco first in radio receiver sales. 

“Instead of curtailing sales and 
advertising effort,” he said, “we 
have increased it. Many a company 
which thinks it is cutting expenses 
is really preparing to go out of busi- 
ness; instead of reorganizing, it is 
disorganizing. 

“We work closely with distribu- 
tors, dealers and their salesmen. We 
try to know the wholesale business 
as well as the distributors do, and 
our auditors are constantly studying 
their operations and making sugges- 
tions. 

“Every Saturday we get tele- 
graphic reports from jobbers as to 
goods sold and on hand. Through 
this system we have established pro- 
duction control which insures mak- 
ing the items which are being sold 
currently. ; 

“We work with the retailer in get- 
ting the best store layouts, and in 
handling sales and advertising ac- 
tivities. We have 12,000 of the best 
dealers in the country. 


Salesmen Have Clubs 


“We have Philco Clubs, composed 
of retail salesmen, all over the coun- 
try, which have their own officers 
and regular meetings to discuss sell- 
ing. In that way we have been able 
to improve our sales manual and to 
develop the best plan for getting the 
first payment, for instance. 

“We have increased our magazine 
advertising 50 per cent this year. We 
don’t always know just what the ef- 


ASKS MORE FACTS 


———e = — 


Leslie G. Smith 


fects of magazine advertising are, 
but we can measure the results of 
local newspaper advertising. 

“We pay for our magazine adver- 
tising, radio broadcasting, etc., and 
allow special discounts of 2% per 
cent to the jobber and to the dealer. 
These discounts are billed back and 
create a local advertising fund, ad- 
ministered by an advertising agency, 
which insures the best results from 
newspaper advertising, direct mail 
and other intensive local advertising 
efforts. This newspaper advertising 
fund will aggregate $4,000,000 this 
year. 

“Newspaper advertising has the 
advantage of enabling us to get quick 
action and quick turnover. While it 
is highly speculative to spend today 
for cumulative effort in behalf of 
trade-marks and slogans, which may 
be rendered obsolete by changes in 
design, we know we can cash in on 
local newspaper advertising.” 


Names Kenyon, Eckhardt 


William F. Wholey Co., office equip- 
ment, has placed its account with 
Kenyon & Eckhardt, New York. 


by John Hancock, President. 
Next to the Declaration of I 


“For the defense of American Liberty” 


reads 
Continental Congress to George Washington, dated June 19, 1775, and signed 


the Commission issued by the 


on General Washington's person 


pon below. 


Jous Hascoce Inqrmy Buntac. 197 Clarendon St_ 


emt ee 
Address 


important document bearmg the famous John Hancock i 
The Commission itself, creased and worn, probably from being carried 
through 
in the Library of Congress with other great historic documents. 
A facsimile of the Washington Commission (81," x 1542”, suitable 
for framing) has been made by this Company from the original, and may 
be obtained by individuals and organizations signing and mailing the cou- 


aa 
LiFe INSURANCE Compa! 
oF Bosvom. MassacwuserTs 


*This sketch, deawn by Criswald Tyg. is of « younger Washington than the mere Jamiliar 
conceprons of the Croat General end shows 


Prease seed me your fecumile ot the Washington Commemion | enclose 4 cents to cover pos.age 


OF ER SIXTY NINE VE ARS IN BUSINES’ 
a 


this Commission is the most 
signature. 


his campaigns, is now 


Aim ot the heughe of his milizary corcer 


Boston Mane 


Message of the John Hancock Mutual Life Insurance Co. 


(Excerpts from th 


In our search for a page that 
would typify the best of methods 
in Prestige building we were at- 
tracted by this advertisement in 
W orld’s Work. The fact that it is 
a perfect reflection of the spirit 
that animates this company of 
course adds to its value. The Ap- 
peal is to Honor, and the details 
are such as to interest the highest 
class of readers. The point shown 


e Milline Analysis) 


in the Illustration—that here we 
have a younger Washington — a 
portrait of the General at the peak 
of his military career, is an ex- 
ample of studious care in preparing 
advertising copy, worthy of emula- 
The offer in the Coupon 
brings in fresh material, thus in- 
creasing its effectiveness. A note- 
worthy message in a major field. 


tion. 


Predict New 


Broadcasting 
Developments 


New York, June 21.—Speakers be- 
fore today’s meeting of the National 
Association of Broadcasters, A. F. A. 
departmental, agreed that radio must 
not be killed by excessive sales 
talks. Harry Shaw, Station WMT, 
Waterloo, Ia., presided. 

Capt. Howard Angus, Batten, Bar- 
ton, Durstine & Osborn, New York, 
said the problem is not to make en- 
tertainment more commercial, but to 
make commercials more entertain- 
ing. He said more advertising must 
be done through other mediums to 
get and hold audiences. 

Roy C. Witmer, National Broad- 
casting Co., believes the major net- 
works will soon permit mention of 
prices. 

“What could be more interesting to 
the smart and thrifty housewife?” 
he demanded. “It is all a question 
of good taste and interest.” 

He said one test of commercial an- 
nouncements is whether the same 
story would be told if the advertiser 
were making a call on the listener. 

Leslie G. Smith, advertising man- 
ager, Standard Oil Co. of Ohio, said 
radio will be at a disadvantage until 
its “circulation” is as definitely 
known as that of other media, and 
predicted that more will be done 
along this line in the near future. 

Edwin K. Cowan, Columbia Broad- 
easting System, called attention to 
the fact that “rated power” is not 
a true yardstick of a station’s cover- 
age. “Of two stations of equal power 
and similar wave length, one might 
easily be 50 per cent better in the 
final analysis-—the signal strength at 
the receiver—because of the trans- 
mitter’s improved efficiency in modu- 
lation and antenna radiation,” he 
said. 

Other speakers included Harry 
Howlett, WHK, Cleveland; Linus 
Travers, Yankee Network, Boston; 
and J. Thomas Lyons, Monumental 
Radio Co., Baltimore. 


GAS COPY MUST 
INCLUDE TAX 


Trenton, N. J., June 24.—The Fed- 
eral tax of one cent a gallon on gaso- 
line which went into effect Tuesday 
must be added to the advertised 
price, Joseph L. McLaughlin, state 
director of motor fuel taxes, has 
warned garages and filling stations. 

This is in accordance with a New 
Jersey law of several years’ standing 
which requires that the complete 
cost of gasoline, including tax, be 
shown. 

A statement that both Federal and 
state taxes are included must accom- 
pany all signs indicating the price 
per gallon. 

It is a violation of the law to quote 
quantity prices for more than one 
gallon of gasoline, and when the 
price is shown in fractions of a cent, 
the figure indicating the fraction 
must be at least half as large as the 
other figures. 


Philadelphia Advertising 
Women Promote Concerts 


The Philadelphia Club of Advertis- 
ing Women has agreed to handle pro- 
motion for the series of concerts to 
be given June 28 to August 22 by the 
Philadelphia Orchestra. Edith Ells- 
worth, Roche, Williams & Cunnyng- 
ham, is chairman of the committee. 

The club added 52 new members, 
to bring its total up to 187, in a six- 
week membership drive. Nan E. Col- 
lins, vice-president, won a trip to 
Bermuda donated by the Cunard 
Line for securing the most members. 


Now Comrie & Cleary 

Comrie & Cleary Co., 43 E. Ohio 
St., Chicago, has been formed by 
Frank M. Comrie and William J. 
Cleary, formerly secretary-treasurer 
of Reed G. Landis Co., Chicago. Vin- 


cent H. O’Connor is a director. 


DEFINES JOB 


Tim Thrift 


Direct}Mail 
Should Have 
A Fair Chance 


New York, June 22.—Direct mail 
fits into and supplements all other 
promotion and advertising work, but 
no advertising should be expected to 
perform tasks for which it was never 
intended, Tim Thrift, assistant sales 
manager, American Sales Book Co., 
Elmira, N. Y., told the Direct Mail 
Advertising Association yesterday. 

“Advertising can help salesmen 
break down some resistance and 
plant ideas favorable to the product, 
but it cannot demonstrate, answer 
specific questions, or actually hand 
the prospect a pen with which to 
sign the order,” he said. 

Other speakers were Leonard J. 
Raymond, Dickie-Raymond, Boston, 
“The Place of Direct Mail in the 
Advertising Program”; Charles E. 
Murphy, former president, Advertis- 
ing Club of New York, “Direct Mail 
as a Moving Force in Selling”; Les- 
ter Brozman, New York, “The Place 
of Direct Mail in Retail Selling’; 
Harold L. Stedfeld, New York, “Sales 
Strategy Applied to the Physical Ap- 
pearance of Direct Mail’; and El- 
wood McCleish, Graves, McCileish & 
Campbell, New York, “Applying the 
Basic Principles of Selling to the 
Most Personal Form of Advertising.” 

The morning session was presided 
over by Henry Hoke, Postage and 
the Mailbag, New York, and the 
afternoon session by John A. Smith, 
Jr., Frank E. Davis Fish Co., Glou- 
cester, Mass. 


“Advertising for Banks” 


“Advertising for Banks” is the ti- 
tle selected from 537 submitted for 
the book by Don Knowlton, Union 
Trust Co., Cleveland, to be published 
by the Financial Advertisers Asso- 
ciation. 

Frank J. Reynolds, president, Al- 
bert Frank & Co., New York, and 
W. F. Guilford, California National 
Bank, Sacramento, are winners of 
the $50 prize donated by Rand, Mc- 
Nally & Co., Chicago, in the competi- 
tion. 


Attacks Sales Rebates 


Retail druggists were urged to 
“bury” or refuse to sell merchandise 
on which they are stibjected to price 
discrimination by the manufacturer 
in a talk by John W. Dargavel, presi- 
dent of the National Association of 
Retail Druggists, at the convention 
of the Alabama Pharmaceutical As- 
sociation in Birmingham. 


Straddle Wet-Dry Issue 


Hudson Motor Car Co. has adopted 
a straddle plank on the prohibition 
question. While an Essex coach, la- 
beled with repeal propaganda, is en- 
route from Boston to Seattle selling 
Crusader stamps, a Hudson sedan is 
undergoing speed tests at Indianapo- 
lis for prohibition enforcement work. 


Plan Credit Service 


The Terre Haute (Ind.) Merchants 
Association will begin issuance of a 
daily credit service bulletin for 
merchants July 1. 


REFRIGERATOR 
MANUFACTURERS 
O.K. OLD DUTCH 


Chicago, June 24.—Cudahy Pack- 
ing Company capitalized the current 
interest in electric refrigeration this 
week, devoting its back cover in The 
Saturday Evening Post to a state- 
ment that leading refrigerator manu- 
facturers “agree that Old Dutch 
Cleanser is safe and thorough for 
porcelain and enamel surfaces.” 

General Electric, Westinghouse, 
Kelvinator, Copeland, Electrolux, 
Servel and Zerozone, all heavy ad- 
vertisers, were the refrigerators 
identified. 

Since there are several hundred 
thousand of these refrigerators in 
use, the endorsement of the manu- 
facturers was calculated to carry 
great weight with owners. On the 
other hand, identification of the re- 
frigerators in preferred space in the 
Post was regarded as worth while 
for the refrigerator companies. 

Roche, Williams & Cunnyngham, 
the Cudahy agency, said the copy 
does not herald a new campaign with 
this theme. Should Cudahy desire 
to use them, however, it has 800 tes- 
timonials on file from manufacturers 
in many lines. 


Rolling Own 
Down South; 
Tax Does It 


Jackson, Miss., June 24.— More 
than. 2,500,000 one-cent tax stamps 
have been sold to wholesalers since 
the state tax on smoking tobacco 
went into effect June 1. 

Since one-cent stamps are good 
only on sales of five cents or less and 
are used for nickel packages of 
smoking tobacco, it appears that 
home-made cigarettes and pipes are 
becoming more and more popular. 

Prior to June 1 only cigars and 
cigarettes were taxed, but under the 
present law all smoking tobaccos are 
taxed one cent for each five cents re- 
tail value. Chewing tobacco and 
snuff are exempt. 


Gray Elected President 
of Art Director Club 


Jerome B. Gray, Jerome B. Gray 
& Co., Philadelphia agency, has been 
elected president of the Art Director 
Club of Philadelphia. 

Other officers are Richard T. 
Dooner, vice-president; Hubert S. 
Foster, A. M. Collins Mfg. Co., sec- 
retary; J. B. Mackenzie, Fox & Mack- 
enzie, treasurer. Dee Carlton Brown, 
Geare-Marston, Inc., is a director. 


Advertise Florida, 
A. F. A. District Urges 


Resolutions urging the advertising 
of Florida resources and tourist at- 
tractions by the state were adopted 
at the annual meeting of the fourth 
district, A. F. A., in Tampa. 

T. M. Griffith, St. Petersburg, was 
elected governor; Sylvan Cox, Miami, 
vice-governor; Marvin H. Walker, 
Tampa, secretary, and M. T. New- 
man, Jacksonville, treasurer. 


Propeller-Driven 


Automobile Shown 


Airdrive Co., Detroit, has devel- 
oped a propeller-driven automobile 
and is working on a car which can 
be used on both land and water. 

E. C. Juergens, designer of the 
first Graham Brothers speedwagon 
and the first Yellow Cab, is the in- 
ventor. 


Joins Cory & Kolbert 


J. Mortimer Price, former St. Louis 
manager for American Weekly, has 
joined Cory & Kolbert, public rela- 
tions counsel, Chicago. 


Receiver for Studio 
Luck Illustrating Co., Cleveland, 


has been placed in the hands of re- 
ceivers. ’ 
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The Personality of 
America’s Finest Engraving Plant 


Visitors notice it—clients remark about it—all of us 


here feel it—a “something,” sort of a driving force that 
gets the work done and still keeps everybody happy. Intan- 
gible, yet of worth to us and to those whom we serve, this 
thing has gone far beyond our doors. It has attracted the’ 
finest artisans of the business—has spread the fame of this 
shop throughout the country. We like to think of it 
as The Personality of America’s Finest Engraving Plant.” 


COLLINS & ALEXANDER, 


CHICAGO 
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LINEAGE SHOWS 
‘HOT SPOTS’ IN 
RETAIL FIELDS 


San Francisco Volume 95 Per 
Cent of Normal 


New York, June 23.—Retail adver- 
tising is regarded as the best indi- 
cator of local trade and for that rea- 
son great attention is being paid 
by national advertisers and agency 
executives to figures on local lineage 
representing the primary urban 
markets. 

Lineage figures for 30 cities for 
May, compiled by the New York 
Evening Post, shows that San Fran- 
cisco, with 95.2 per cent of 1931 
lineage running in May, 1932, is ap- 
parently doing a more nearly normal 
volume of business than any other 
city, considered from the retail view- 
point. 

The totals for the four daily papers 
in San Francisco are 1,631,113 lines 
of local advertising, compared with 
1,714,850 for May, 1931. 

Louisville is second in this study, 
its retail lineage factor being 92.6 
per cent. Cities ranking next are 
St. Paul, 91.1 per cent; Buffalo, 90.9 
per cent, and Omaha, 90.4 per cent. 


Decline Is Slight 


The total volume of retail adver- 
tising in these five cities aggregates 
6,617,890 lines, compared with 7,177,- 
842 for May, 1931, a drop of less than 
8 per cent. It would seem that any 
city carrying more than 92 per cent 
of its normal retail lineage, based on 
last year’s record, is better than 
average in current retail purchases. 

National advertising volume in 


newspapers in May showed a de- 
cline of 6,011,718 lines from 23,092,- 
573 lines in May, 1931. The news- 
papers which reversed the trend, 
showing a gain in national lineage 
compared with last year are Boston 
Record, Detroit Mirror, Washington 
Evening News, Los Angeles Record, 
New Orleans Item and New Orleans 
States. 

Complete figures on local and na- 
tional lineage for the 115 newspapers 
in 30 cities are shown in the accom- 
panying table. 


Nahm Re-elected as 
M. A. S. A. President 


Horace A. Nahm was reelected 
president of the Mail Advertising 
Service Association of New York at 
its annual meeting, at which in- 
creased postal rates was the principal 
topic. 

Other officers reelected were: John 
J. Patafio, vice-president; Emma 
Zeitlin, treasurer; Margaret Prince, 
secretary; M. A. Goerl, Ed. Mayer, 
Ida Ziegler, August Haas, John Kane 
and Charles Whitehouse, directors. 


Receivers for Johnson 


Receivers have been appointed for 
Johnson Motor Co., Waukegan, IIL. 
outboard motors, as a result of a 
friendly action instituted by Lam- 
port, Fox & Co., South Bend (Ind.) 
agency. 


Watts Gets Two 


Waggoner Refining Co., Electra, 
Tex., oil products, and Universal 
Traffic Signal Co., Shawnee, Okla., 
have placed their accounts with Don 
Watts, Tulsa. 


Hastings Joins Wentworth 
Emile Hastings, who recently won 
a $1,000 Brooklyn poster competition, 
has joined Wentworth Advertising 
Illustration Service, Minneapolis. 


Five Day Week for Ethyl 


Ethyl Gasoline Corp., New York, 
has adopted a five-day week for em- 
ployes, effective July 1. 


There is 


newspaper in the 


advertising field 


vW 


$1 a Year..52 Issues 


USE THE COUPON 


only one 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 


Serest No. . Fok. ok oases 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 


I enclose 


NEWSPAPER ADVERTISING LINEAGE IN MAY 


NEW YORK BALTIMORE 
National Local National Local 
1932 250,933 366,830 1932 266,750 389,333 
American .............00000% 1931 290,753 ON i. ek deds'ne eo ndeensen 1931 343,963 533,216 
Diff —39,820 —202,344 Dift —17,213 —143,883 
1932 282,199 536,202 1932 231,199 794,493 
Herald-Tribune ....... ..... 1931 443,154 718,660] Evening Sun................ 1931 275,382 941,748 
ee Diff —160,955 —182,458 Dift —44,183 —147,255 
1932 331,054 785,608 1932 35,694 126,173 
Times .......ccccccccceccccs 1931 505,600 1,088,999 | American ..........0cceeeeee 1931 35,795 150,435 
oe Dif€ —174,546 —303,391 Diff —101 —24,262 
1932 61,186 122,554 1932 141,944 297,662 
Mirror (tab)..........0se00. 1931 89,680 136,911] NEWS .........cccccesccecees 1931 193,889 340,044 
: __ Diff —28,494 —14,357 Diff —51,945 —42,382 
1932 164,131 910,984 1932 89,635 142,268 
News (tab)................. 1931 198,862 MINOR 54 6Gd6a deeds oeenese sé 1931 119,510 176,530 
Diff —34,731 —140,261 Dift —29,875 —34,262 
1932 42,070 139,633 1932 765,222 1,749,929 
Evening Graphic (tab)...... 1931 49,966 SAREOET 8 TORRIS beccicccesccscccecss 1931 968,539 2,141,973 
Dift —7,896 + 27,272 Diff —203,317 —392,044 
1932 174,813 584,501 
Evening Journal............ 1931 277,220 923,057 LOUIS ‘ational Local 
_ Diff —102,407 — —338,556 1932 184,786 662,521 
1932 71,579 108,751 Courier-Journal ............ 1931 262,178 896,487 
Evening Post............... 1931 121,198 117,795 Dift —17,392 — —233,966 
Dift —49,619 —9,044 1932 48,921 336,743 
1932 193,511 947,807 MEOTRIEH FORE ccccscccccvscces 1931 64,524 148,297 
Evening Sun................ 1931 308,239 952,726 Dift —15,603  -+188,446 
Diff —114,728 —4,919 1932 159,194 471,468 
1932 195,214 362,809 ee Te ee eT ee ee 1931 217,769 545,219 
World-Telegram ............ 1931 262,605 642,810 Diff —58,575 —73,751 
Dift —67,391 | —280,001 1932 392,901 1,470,732 
1932 174,767 501,283 a ES eee eee Te ee 1931 544,471 1,590,003 
Brooklyn Eagle...........-. 1931 263,993 516,716 Diff = —151,570 —119,271 
—89, nein 
Dift 9,226 15,433 en 
1932 71,003 138,681 National Local 
Brooklyn Times........ Sl $6,920 202,677 1932 278,936 871,864 
:  ‘Dift —15,917 $8,996 | News ..........ccccccccccecs 1931 392,826 1,164,842 
1932 Diff —113,890 —292,978 
Standard Union.............. 1931 46,729 113,294 1932 133,392 403,648 
ne Stes: Oc ch nese casino exe 1931 201,810 547,890 
1932 2,012,460 5,505,643 5 Te 
| Ee One 1921 2,944,919 7,146,425 1932 164,668 293,524 
Dift —932,459 —1,640,782| Free Press............+.005: 1931 319,592 458,794 
Diff —154,924 —165,270 
CHICAGO natin bea 1932 58,226 310,436 
eee eT 1931 34,286 135,420 
1932 241,101 734,019 Dift +23,940 +174,916 
i SDs 4 4.c.000 6400 ee eee 1931 293,271 868,350 : 
Dift —52,170 —134,331 1932 635,222 1,879,472 
WOGAIE Boo oaiscscccnnveceve 1931 948,514 2,307,046 
1932 320,739 768,855 s Panes *"s 
0 EE OTC TON £1931 475,326 1,084,035 Dif. 313,293 427,574 
Diff —154,587 —315,180 CLEVELAND 
1932 224,448 332,712 National Local 
Herald-Examiner ...........1931 306,414 551,724 1932 242,145 372,909 
Dift —81,966 —219,012 5b ca0ew ena ee 1931 376,637 472,309 
Diff —134,492 —99,400 
1932 46,395 65,559 - : 
UME: osc civne oébtees ce2evinve 1931 73,215 130,284 1932 165,264 302,204 
Dift —26,820 —64,725 | News-Leader ............... 1931 177,435 706,165 
1932 192,267 459,960 ee 1 ee 
NN iiss acestsel 1931 255,825 696,927 1932 210,240 518,944 
Diff —63,558 —236,967 0 eer er ee Pee eee 1931 242,793 662,349 
ae —— oye Diff —32,553 —143,405 
A sctnngicecsircees duces 1931 70,722 300,051 1932 617,649 1,194,057 
Diff —21,411 —101,442 BOCAS ce scescvsesovvcseseee 1931 796,865 1,840,823 
Diff —179,216 —646,766 
1932 1,074,261 2,559,714 
MIRED: scasstnagaosadanteen 1931 1,474,773 3,631,371 BUFFALO 
Diff —400,512 —1,071,657 National Local 
1932 108,182 392,606 
PHILADELPHIA Courier-Express ............ 1931 173,065 416,081 
ant National Local Diff —64,883 —23,475 
158,036 595,600 a 
OPO ee 1931 194,580 658,375 1932 105,115 303,949 
Dift —36,544 —62,775 DL, << 56 paws eeeedes ees eae 1931 141,412 328,297 
Dift —36,297 —24,348 
1932 89,310 334,266 
Record .........ces cece eeees 1931 119,745 300,385 | 1982 182,979 577,383 
Diff —30,435 + 33,881 NI ss tiray 60s act obo he a a 1931 229,985 656,754 
1932 118,620 307,474 5s MT 5. 
eS eer 1931 173,273 391,197 1932 396,276 = 1,273,938 
Diff —54,653 —83,723 BED 56056 455060446604 504 1931 544,462 1,401,132 
1932 144,886 568,751 DIS 166186 = 187,194 
Mvening LeGmer 2... .ccccece 1931 182,514 453,230 MILWAUKEE 
Diff —37,628 +115,521 National Local 
1932 232,894 569,352 1932 247,081 643,069 
MOM 6s5cde0decwxcesescs 1931 306,822 899,211] Journal ........ecceeeeeeees 1931 393,711 842,370 
Diff —73,928  —329,859 Diff —146,630 —199,301 
1932 58,540 404,580 1932 132,777 337,352 
ene es Di nbio eased 1931 89,590 417,405 | Sentinel-News ............5. 1931 193,024 503,599 
Diff —31,050 —12,825 Diff —60,247 —166,247 
1932 $02,286 2,780,023 1932 43,015 97,762 
PUI 4.2. &, Rees 1931 1,066,524 Eg Oe 1931 54,478 125,445 
Diff —264,238 —339,780 Diff —11,463 —27,683 
1932 422,873 1,078,183 
nia Locat | Total® -----seeeeeeeeeeeees 1931 641,213 1,471,414 
1932 252,560 783,720 Dit 818,340 = — 898,381 
DORGAN 6ic kid vesesvcs 1931 323,400 1,073,800 SAN FRANCISCO 
Diff —70,840 —290,080 National Local 
1932 214,720 362,035 1932 187,881 320,473 
Globe-Democrat ... ........ 1931 288,900 440,100| Chronicle ..........cceeeeees 1931 274,986 387,816 
Diff —74,180 —78,065 Diff —87,105 —67,343 
1932 115,595 406,260 1932 335,252 369,133 
cnt Aaa i pats ccarisatann 1931 124,200 416,400| Examiner .............000: 1931 461,848 534,704 
Diff —8,605 —10,140 Diff —126,596 —165,571 
1932 52,080 131,750 1932 206,696 344,301 
MRR) aye och a een 1931 58,800 167,700 | Call-Bulletin ............... 1931 292,960 411,666 
Diff —6,720 —35,950 Diff —86,264 —67,365 
1932 634,955 1,683,765 1932 143,025 597,206 
| ee err e 1931 795,300 2,098,000| News ...........05. prleenien 1931 201,200 380,664 
Diff —160,345  —414,235 Dift —58,175 +216,542 
1932 872,854 1,631,113 
BOSTON seated noes | BER ee re 1931 1,230,994 _—«:1,714,850 
1932 202,486 671,689 HE OES = 88, TST 
Herald-Traveler ............ 1931 259,370 797,727 WASHINGTON 
Diff —56,884 —126,038 National Local 
1932 158,259 634,469 1932 283,351 1,282,351 
BME oor ate eecnntekeon 1931 208,441 See ETT NAS. cs cio iuapad besbsaciases 1931 296,554 1,463,042 
Diff —50,182 —161,742 Dift —13,203 —180,691 
1932 216,876 432,753 1932 97,788 238,613 
re ee eae 1931 244,229 ee Ce eee eT ee 1931 110,369 465,974 
Diff —27,358 —102,574 Diff —12,581 —227,361 
1932 42,553 143,883 1932 133,870 409,338 
Record (tab)............0055 1931 41,044 117,428] Evening Times............++ 1931 187,907 436,557 
Diff +1,509 + 26,455 Diff —54,037 —27,219 
1932 213,780 282,773 1932 212,294 233,991 
American & Sunday Advertis.1931 258,252 Ce en 1931 222,779 269,201 
Diff —44,472 +9,724 Dift —10,485 —35,210 
1932 72,265 147,514 1932 57,248 191,531 
POUNONIIS Fi cie. sdb ossc8eunae 1931 85,297 187,668 | Evening News .............1981 42,621 191,884 
Diff —13,032 —40,154 Diff +14,627 —353 
1932 906,219 2,313,081 1932 784,551 2,355,824 
ce) Oe Pee eee 1931 1,096,633 BOG) «= WOU ik kccicewsccsaces 1931 860,230 2,826,658 
Diff —190,414 —394,329 Dift —75,679  —470,834 
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June 25, 1932 ADVERTISING AGE 
CINCINNATI NEW ORLEANS MANY FOREIGN 
National Local National Local 
1932 129,402 338,912 1932 207,678 604,742 
See See © eee 1931 154,728 502,558 | Times-Picayune ............ 1931 232,093 933,269 
Diff —25,326 —163,646 veal Diff —24,415  —328,527 
gE Bee eat ma uaa evan 
Times-Star ....... ...esees 1931 265,020 FEGTEE | SSO cc eceserccesccsseneores it , 
"pitt 54,614 —132)384 ae Dae + 51.888 +3808 Wi ABANDONED? HEAD Q UA RTER S 
1932 139,664 522,718 | oa is peepee ' 
Enquirer ........cecceeceees 1931 186,676 677,418 | StBtOS «---- ee eee eeeeeeceenes aie eT ary . 
Diff _—47,012 —154,700 | —__ a rl | 
1932 479,472 1,474,970 y °* Abbi ‘ T II f E it t W 
: ; oS 08, I ss dy dso eae oe 1931 99,070 128,265 2 
OEE 0030 scecireresinscas 1888 606,424 1,925,700 Diff —16.354 26564 n @ § 0 nmi y 0 E are the only lithog- 
iff —126,952 —450,730 - . 
1932 524,949 1,604,545 J S nods rapher in Chicago com- 
LOS ANGELES Sy ee ee 1931 527,071 1,988,653 1 Os 
iia po a e188 | 384108 pletely equipped to eae 
1932 210,154 621,138 on. Paut your entire campaign from 
j 4 0° c . 4 
EE wiasvsassssevesierseeee 1931 303,660 797,524 National Seat New York, June 21.—American | Offset displays and direct 
= I TT 1932 176,890 452,172 | product: victi ft mail to 24-sheet posters 
1932 334,922 601,508| Dispatch .................-. 1931 224,700 480,732 |Droducts are victims of a steady That - 
Examiner ...............0:. 1931 433,734 643,804 Diff —47,810 —28,560|S8tream of innuendo by many of the| !hat means— 
Dift —98,812 —142,296 | T9382 205,072 420,798 |foreign publications in which they SPEED 
—— =)—Sre. 0 kaa OO 1931 296,506 443,478|are advertising, John Abbink, vice- 
NE si teicnvesgéesersied 1931 145,796 275,478 _ : Diff _— — 91,434 —22,680) president and general manager, ‘ 
ee : 1932 80,276 352,324| Business Publishers International| We plan and design mer- 
1932 215,124 511,476 | NEWS .... eee ee eee ereveeeee 1931 108,038 421,554 handisin helps of all kinds 
NN os x batndesinaa reds 1931 390,038 685,524 Dift —27,762 _—69,230|Corp., New York, told the Export | © ising help 
Diff —74,914 —174,048 1932 762,238 1,225,294 Managers Club Conference today. and our creative department 
1932 70,280 SUEUER) “WOUNDS... sce cererenneccss 1931 629,244 1,345,764| Mr. Abbink suggested that this is|is at your disposal. That 
REM 50 6s nd nein eke ox bined 1931 64,428 227,976 Diff —167,006 —120,470)q spot where advertising appropria- | means— 
Dift +5,852 —39,410 OAKLAND tions might well be curtailed. 
1932 45,640 129,738 National Local “ * S V CE 
News (tab)...........ss0e0. 1931 56,126 210,000 1932 216,586 442,520 | Lg who “ traveled exten ER | 
Diff —10,486 § —80,262| Tribune .................... 1931 309,818 605,314 |S8ively abroad or have read a large m 
i033 SEL i RSET a Diff | —93,232 | —162,794|number of publications edited over-| Our central location, geo- 
BME kes sccakicessancers 1931 1,293,782 2,840,306 ' 1932 134,978 333,345 | seas,” he said, “have seen, as I have, graphically, insures you the 
Diff —417,662 —887,880|Post-Inquirer .............. aed ety oe beeen advertising of American products ap-|minimum in transportation 
MINNEAPOLIS = - | pearing on the same page with edi-| costs. That means— 
ai 1932 351,564 775,865 ° 
ins National Local Totals 1931 496.498 1.027.929 | torial articles distinctly harmful to 
2 156,637 456,648 Corer seeseseeresrese ~ 70, = a hi ONO 
Tribune ............ceeeeeee 1931 269,714 597,186 om sahara 262,066 |t re — and often untrue and EC MY 
Diff —113,077  —140,538 OMAHA a 
1932 200,219 530,034 ; Hatienat Local In many cases such articles are|Giye us a trial — that 
FOUNDRY, io sciccicvendccveveeas 1931 282,015 655,831] 1932 196,381 587,076 | critical of products advertised on the meon— 
Diff —81,796 —125,797 World-Herald .......e-cee08 ao pe Hgry same page. In others, they consist 
1932 68,720 333,872 -~——-— 1 : of news stories, wh S 
I snc eakaduakedsimahaltl 1931 97,718 393,014 : 1932 64,138 429,737 PP cen ectts A ar ATISFACTI N 
Diff —28.998 —59,142 | Bee-News ........-...eeeee, 1931 115,395 413,500 | never be traced, telling of accidents 
eH T5576 EPEET' Diff —51,257 +16,387 or harm which resulted from the use oz 
NR cadbasseaneweeeees 1931 649,447 1,646,031 cane episod ett yord of American products.” * 
Diff 823,871 —326,477| Totals .....---0++sseeeeeee er ats esy— —’109'280| Mr. Abbink commented that there 
SEATTLE } was a strange absence of such stories E D Wr A R D S 
. National Local ceeaeemeainiaennes National Locat |temporarily when the Hoover mora- 
eae zone he neg pene 1932 104,048 210,504 | torium was announced. 
| BERTTETCTETLU CTT ee bie 87 060 —90'576 Age-Herald ........s.eeee0- =. wry wt ges The real reason for these stories, 
mis : wt —50, —96,25 
1932 203,780 197,354 ne 553 i36-536 516-664 he suggested, is that readers of these D E U T 6 C 4 
Post-Intelligencer ......... 1931 266,904 SURG fo5.6 kis dcsssanvsencens 1931 190,960 739,522 | Magazines dislike the United States 
Diff —63,124 -—73,887 Diff —55,370 —193,858|and enjoy reading criticisms of it. | LITHOGRAPHING CO. 
1932 71,163 241,129 1932 66,822 234,990 . 
Star ose. ceee cece esse ee ceees 1931 94,138 PN cs ice ckacusteaaabeens 1931 82,642 278,488 Analogy of 1916 Chicago Milwaukee 
Diff —22,975 —55,129 Diff —15,820 —43,498] 
TrEH 718,796 393-661 TE 306,460 dol 168 The wisdom of advertising Amer- 
Totals wo. eee eee eee e ee eeaee 1931 571,955 Bode od WE oS See 1931 428,344  1,324,764|/ican products to such an audience 
Dift —153,159 —219,092 Diff —121,884 —333,606/seems to be open to serious 
INDIANAPOLIS RICHMOND question,” he continued. “It would 
pit Netionst Looe itn ares i. have seemed like folly if the British = 
ON wt vas pesentesedee seul 1931 264,474 688,890 | News-Leader ............++: 1931 171,905 581,118 | Government had advertised its bonds 
Diff —27'126 —147.081 Diff —17,498 —134,987|in the German language press in 
1932 118,737 399,669 1932 110,878 373,594|1916—even though that press had 
BERN 65 serddtaabionsnweeen eee 1931 185,454 567,225 | Times-Dispatch............++ 1931 113,438 492,743 | considerable circulation, with attrac- 
Diff —66,717 —— —167,556 Diff —2,560__ —119,189 | tive rates, and readers who could 
~ 1932 65,673 272,274 1932 265,285 819,685 | well afford to buy 
a iasiounenss4saeexeeeee 1931 71,535 WEP EOR WSEEIE .cieks ance eae s0508 1931 285,343 1,073,861 ie | tang 
1932 T1758 T213,753 DAYTON to advertise our products to pros-|| sss» 
TORE ce scedrscnciesseecees 1931 521,463 1,619,709 National Local | pects abroad whose purchase of read- a 
Dift —99,705  —405,957 1932 190,330 678,202/ing matter indicates that they dis-|| | 
, Re Salty ce Wee 1931 232,778 904,134 | Jie us?” : p7 
DENVER Diff —42,448  —225,932 : 7 
, National Local TIT TERT) 7a3206| Mr. Abbink said advertisers make E are always prepared 
— ; pees Pee te ptpt OF ree 1931 131,978 639,982 |a mistake in trying to force accept- for your emergency. 
Diff —51,072 —46,534 Diff —14,350 —156,716 |} ance of currency of lesser interna- Use your phone—ask for 
1932 146,094 570,791 betty areas see aee tional value than the dollar by for- our service desk. Whether 
at ebihd temas at beae 1931 216,225 624,381 | Journal .......-.+.+seeeeeee : 106,7 , eign publishers. re 
949 
Diff —70,131 —53,590 Dift —24,276 —127,316 it’s an order, further instruc- 
- , - , : TE 390 733 T3113 A publisher, used to receiving $100 diets, ai ec aaee 
Totals 1981 331.840 SERRE) WOEAN civcccscarseresssens 1931 471,506 1,821,876 |for a unit of space, he said, may be t : apaeel 
bee hnw sees Skee pie 004 —131'308 300554 Diff —81,074 —509,964 | forced seh sapiens 350 Argentina race . a 
pesos, which the advertiser can buy prompt, intelligent attention. 
4 ; HOUSTON 
PROVIDENCE spetienet Leoat National Local |for $90. This publisher may decide CALL MONROE 7080 
1932 116,721 $41,352 1932 162,274 464,408 | that 350 pesos should be his unit of 
OMIM. <. incier see eieact Tae SR 1931 178,121 415,624| Chronicle ......-..+seeeeees ae eee pete) value for that space when the peso 
27 eis. fe poss Ld 
Diff —aiaeee —74,272 i333 106 712-972 |Teturns to normal. This would mean h sOll 
bey py ee aerate Post-Dispatch .........-++++ 1931 194,670 750,932 | a future loss to advertisers fostering a n ier 
MR r oe CORE TES ities 1931 258,786 883,215 | Pos P 7 337960 : < 
Diff —51,983 —123,279 Diff |= —102,7 —337, the practice. F Co 
1932 63,175 303,884] peony peg sce eae Mr. Abbink closed by asserting ngraving ‘ 
a ee 1931 104,473 330,311 BOBS cecrccsesvcesereseccsese in 44 = that investigation should precede e . 
Diff 41,298 —26,427 Dirt __—45,173_—sr.ivt|foreign marketing to save heavy 817 W.WashingtonBlvd.Chicago 
Totals 1981 541'380 1'629;150 RNIN sv dned eens ccescnena 1931 552,384 1,870,904 | losses from mistaken use of domestic 
bytes Go 40 tiph Sp8 Seip sabe Ae —154'681 —'293'978 Dift —244,328 —721,490 oo where they are fore-doomed 
DES MOINES to failure. 
COLUMBUS mites heen a National —— Walter L. Bomer, vice-president of 
1932 197,513 702,249 pee A get saeco | Bristol-Myers Co., New York, an- : 
ee ee ee ee 1931 259,212 968,207 FRNEE cass rniesnnsossaenm Diff —89/409 —45.656| other speaker at the export meeting, ; 
aa a ees 1932 163,078 377,761 | deplored the dearth of facts in the Gallu 
2 , i, 216,870 512,124 “ 
ee Oe PE re rere 1931 57,230 284.750 | Tribune .....+---++++eereees ee a LEER oe export marketing field p 
Diff —16,619 —117,636 ; : He said many foreign countries 
1932 136,330 501,697 cot 500313 vit'aso {are now censoring advertising, and 
MMR ss cevicrinesiseanemn 1981 189,201 630,245] _Totals nnn Se Trai | others will do so unless there is a avs & 
Di om = 7491,% 
- -——~| Grand totals ...........-- 1931 23092'573 60,003,792 | Voluntary clean-up. 
932 ST,t64 1.371.060 Renae sete +-- it —eoL 718 —12'511,982 eet 
OGRE Clie vacsnctenueecis é ,883, 
ee Diff —81,089 —512,142 —New York Evening Post. “Democrat” Wins Prize 


Distribute Paper ; 
Through Groceries 
The Family Circle, to be published 
by Evans Publishing Corp., 101 Park 
Avenue, New York, will be distrib- 
uted through chain grocery stores. 
It will be a rotogravure weekly. 
Baltimore, Washington and _ Rich- 
mond will be covered first, starting 
in September. 


Houck Agency Moves 

Houck & Co. have moved their 
headquarters from High Point, N. 
Car., to Roanoke, Va., the former of- 
fice becoming a branch. 


Returns to Brisacher 


A. McKie Donnan has rejoined the 
San Francisco office of Emil Bris- 


acher & Staff, in charge of copy. 


“Little Bit’? Starts 


Helen Seevers, advertising service, 
St. Louis, has begun publication of a 
vest-pocket size house organ, “Little 
Bit.” 


John Magnus Dead 


John Magnus, president and 
founder of John Magnus & Co., Chi- 
cago mail order house, died June 19. 


The Cynthiana (Ky.) Democrat 
won first prize as the best all-around 
newspaper in the state at the Ken- 
tucky Press Association convention 
in Middlesboro. The Somerset Jour- 
nal was second, and the Lebanon En- 
terprise third. 


Outdoor Group to Meet 


Outdoor Advertising Association of 
Pennsylvania will hold a_ special 


meeting at Bedford June 27. 


“My surveys indi- 
cate that few news- 
papers anywhere 
compare in intensity 
of reader interest 
with The Des 
Moines Register and 
Tribune.” 


@ 245,241 A. B.C. 
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Luckies Break 
Records with 
Fight Program 


New York, June 24.—The largest 
radio audience that ever heard a 
single radio program listened in on 
the American Tobacco Company’s 
broadcast of the Sharkey-Schmeling 
fight Tuesday night, it is asserted in 
some quarters. 

This estimate is based on the ar- 
gument that other sporting events, 
such as the world’s series, are staged 
during the day, when many fans 
cannot find their way to a micro- 
phone. More people listened to the 
Lucky Strike fight broadcast than to 
the Republican convention last week, 
it is said. 

The American Tobacco Company 
is reported to have paid $10,000 to 
the National Broadcasting Co. for 
this feature. N. B. C. has an ex- 
clusive contract with Madison Square 
Garden Corp. 

The broadcast, running an hour 
and 15 minutes, was made possible 
by other advertisers, who shifted or 
abandoned their regular programs in 
favor of Lucky Strike. The list in- 
cluded the Pepsodent stars, Amos ’n’ 
Andy, who also missed a night last 
week during the Republican conven- 
tion. 


LITHOGRAPHERS 


Specializing 
in WindOWand 


_ store display 
adverfising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 
BOSTON, MASS. 
302 Park Square Bldg. 
CHICAGO, ILL. 
Wrigley Building 


HOW MUCH CONSTRUCTION 
JULY TO DECEMBER 1932 ! ! ! 


If you are a manufacturer of building materials, 
equipment or services, send for our estimate of 
the outlook for the second half of 1932 construc- 
tion. It shows population by states; state rank; 
commercial building construction; educational 
buildings; hospitals; industrial buildings; public 
works utilities; religious construction; 
residential construction; recreational 
Address Statistical and Research 

Charles Scribner's . = 


amount of 

buildings. 
artment. 

lishers of 


ARCHITECTURE 


LEADING PROFESSIONAL ARCHITECTURAL 
597 FIFTH AVENUE, NEW YORK 


“t So Economical 


that even the treasurers 
of advertising agencies 
and publishing houses 
would be amazed. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

= 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


MINNEAPOLIS CHIEF 


Roy Brewer 


Minneapolis, Minn., June 24.—Roy 
Brewer, Mono-Trade Co., was elected 
president of the Advertising Club of 
Minneapolis at the annual meeting. 
He succeeds Felton Colwell, Colwell 
Press, who automatically becomes a 
director. 

Other officers: O. F. Carlson, Pitts- 
burgh Coal Co., first vice-president; 
Russell L. Allison, W. S. Nott Co., 
second vice-president; Donald J. 
Kelly, Gile Letter Service, secretary- 
treasurer. 

Other members of the staff: E. M. 
Kopietz, Minneapolis School of Art, 
director of education and extension; 
Ben Ferris, Minneapolis Civic and 
Commerce Assn., director of pub- 
licity; Ray P. Bowden, Northwest 
Country Elevator Assn., director of 
Ways and means; Neil Rasmussen, 
Minneapolis Paper Co., chairman of 
advertising clinic. 


Bridgeport Clab 
Elects L. F. Dittmar 


Lothar F. Dittmar, D. M. Read Co., 
Bridgeport, Conn., was elected presi- 
dent of the Bridgeport Advertising 
Club at its annual meeting. George 
F. Bonnell is vice-president; Francis 
J. Hill, secretary, and Florence 
Wawrzynska, treasurer. 

Directors are Dr. Rudolph Stawow- 
eyzk, William H. Crawford, Emma 
Seaman, Elizabeth Rice, Benjamin 
Parker, and Lewis Corbit. 


Bishop, White Form 


Pablishing Company 


W. Holden White, publisher of 
Parade, Cleveland weekly, and J. Tho- 
burn Bishop, publisher of Your 
Home and Garden, Cleveland semi- 
monthly, have formed Bishop-White 
Publications, Inc. Both publications 
will be continued. 

Dean Halliday continues as editor 
of Your Home and Garden, and Allen 
Jackson will edit Parade. 


Patterson in Pittsburgh 


Graham Patterson, vice-president 
of Christian Herald and chairman of 
the Evanston, Ill., “normal buying 
campaign” recently described in Ap 
VERTISING AGE, told the Pittsburgh 
Advertising Club how the plan oper- 
ates at its meeting Tuesday. 


Booklets on Printing 


Harris-Seybold-Potter Co., Cleve- 
land, has issued three booklets of 
interest to printers and advertisers, 
“The ABC of Rotogravure Printing,” 
“Planography” and “Executive Obso- 
lescence Is as Fatal as Obsolescence 
of Equipment.” 


Sadler Becomes Editor 


W. H. Sadler, advertising director 
of Hillerich & Bradsby Co., sporting 
goods, Louisville, has resigned to be- 
come city editor of the Louisville 
Herald Post. 


Mitchell to “Screenland” 


J. J. Mitchell, formerly promotion 
manager of Butterick Publishing Co. 
and circulation manager of Liberty, 
has been appointed circulation man- 
ager of the Screenland Unit. 


Advertise Local Goods 


Merchants and manufacturers of 
Waterloo, Ia., are cooperating in ad- 
vertising and promoting “Home 
Products Week,” designed to increase 


sales of local goods. 


MOWRY ADVISES 
COMMUNITIES 10 
BETTER PRODUCT 


New York, June 22.—Communities 
which contemplate advertising 
should create a saleable commodity 
before they do so, Don E. Mowry, of 
Sears, Roebuck & Co., Chicago, 
warned the American Community 
Advertising Association at its meet- 
ing today. The association is a de- 
partmental of the A. F. A. 

Here are some of the questions na- 
tional organizations will ask before 
they enter a new community: 

“Is it a good business center? Is 
its personality as attractive as that 
of other cities in the same section? 
Has it enterprise with possibilities 
for further development? 

“Is local leadership open-minded? 
What are merchants doing to in- 
crease their trade? Is real estate sta- 
bilized? Are competent people avail- 
able for employment? What are the 
figures on distribution?” 

“It may be incumbent upon com- 
munities that are advertising- 
minded,” concluded Mr. Mowry, “to 
create new sources of data that can 
be interpreted to the national or- 
ganization, and then applied by it.” 


Legislative Situation 


Martin Keet, advertising and pro- 
motion director, Wilkes-Barre (Pa.) 
Chamber of Commerce, said 20 states 
now permit municipalities to pay the 
community advertising bill from lo- 
cal revenues. 

They are Arizona, California, 
Georgia, Iowa, Kansas, Kentucky, 
Maine, Massachusetts, Mississippi, 
Montana, New Jersey, New York, Ne- 
vada, Oregon, Rhode Island, South 
Dakota, Texas, Vermont, Virginia 
and Wisconsin. The laws vary 
greatly in each state, however. 

George I. Reid, advertising man- 
ager, American Travel Agents Maga- 
zine, described the “dealer organiza- 
tion” in the travel field. He said 
there are 4,000 travel agents in the 
United States, 1,700 doing 90 per 
cent of the total business. 

Mr. Reid believes romance is the 
best stock of the steamship company 
or railroad and it should be stressed 
almost to the exclusion of everything 
else. 

T. D. Palmer, national advertising 
manager, New York Times, pointed 
out that many communities have in- 
creased the volume of tourist travel 
this year. He believes the methods 
which are successful in commodity 
advertising will sell communities. 


A Depression Campaign 


Dudley Harmon, executive vice- 
president, New England Council, 
Boston, credited the depression with 
creating the New England recrea- 
tional campaign. 

Research was also a contributing 
factor, for it revealed that property 
worth half a billion dollars was de- 
voted to recreational uses. It also 
indicated historic shrines are over- 
rated as attractions to visitors. 

Mr. Harmon said the booklet used 
to follow-up magazine and newspaper 
advertising is unique in that it lists 
125 booklets giving information to 
prospective visitors. Thus every time 
a recreation booklet is distributed, it 
creates many other inquiries for 
sales literature published by ,rail- 
roads, steamship companies and 
others. 

About 100 industries have bought 
copies of the booklet at cost, largely 
because of this reason. 


Joins Acqua Studios 


John I. Gaffney, former eastern 
manager for Periodical Publishing 
Co., Grand Rapids, Mich., has been 
appointed secretary of Acqua Stu- 
dios, New York photographers. 


Stress Re-Usable Jar 


Hoffman-Hayman Coffee Co., San 
Antonio, Tex., is stressing the re- 
usable features of its jar in current 
advertising of Crystalvac vacuum- 


packed coffee. 


CLUB LEADER 


Minnie C. Dietz 


Cleveland, O., June 24.—Realizing 
that many members of the organiza- 
tion will have to forego vacations 
this summer, Minnie C. Dietz, Henry 
P. Boynton Advertising Agency, new 
president of the Women’s Advertis- 
ing Club of Cleveland, has suggested 
a monthly entertainment. 

Esther Riley, Roscoe Osteopathic 
Clinic, chairman of the entertain- 
ment committee, has arranged a 
mock wedding and breakfast in the 
woods for June; a boat trip in July 
and a week-end party in the coun- 
try in August. 

Other new officers: Vice-president, 
Myrtle Noble, Noble Letter Service; 
corresponding secretary, Margaret 
Coe, Powers-House Co.; recording 
secretary, Adelaide D’Vorak, Spencer 
Corset Co.; treasurer, Katherine 
Gibbons, Russ Mfg. Co. 

Helen Johnson, J. M. Spurrier, is 
retiring president. 


Gives Sales Course 


A school of advertising and sales 
promotion, with special reference to 
floor installation and maintenance, 
will be conducted June 27 to July 2 
by Continental Car-Na-Var Corp., 
Brazil, Ind., makers of floor cleaning 
and polishing materials. 


Judge Plymouth Contest 


Robert Ripley, of “Believe It or 
Not” fame, Damon Runyon, sports 
columnist, and Barney Oldfield, rac- 
ing driver, have been picked as 
judges in the $25,000 contest of the 
Plymouth Motor Corp. for the best 
50-word essay on Floating Power. 


Dunn Changes Work 


C. Frank Dunn, editor of Kentucky 
Progress, Frankfort, has resigned to 
open Lexington headquarters for the 
Eastern Kentucky Chamber of Com- 
merce. Mrs. Dwight Anderson, 
Louisville, succeeds him. 


Goold’s New Work 


James Goold, departmental mer- 
chandise manager of Stern Brothers, 
New York department store, has 
been made publicity director. He 
was formerly advertising manager of 
R. H. Macy & Co. 


Data on Quality Group 


New market data on The Quality 
Group, composed of Atlantic Monthly, 
Current History, Forum, Harper's, 
Review of Reviews, and Scribner's, 
is ready for distribution to adver- 
tisers and agents. 


Manson Sales Manager 


J. A. Munson has been appointed 
general sales manager of Munsing- 
wear Corp., succeeding C. R. White. 
Sales and advertising offices of the 
company will move from Chicago to 
Minneapolis July 1. 


Paintings on Exhibit 
Forty-eight paintings and drawings 
done for recreation by well known 
commercial artists are on exhibit at 
Ayer Galleries, Philadelphia, until 
July 15. 


June Dunham Dies 


June Dunham, former’ western 
manager of Tower Magazines, New 
York, and previously with George 
Batten Co. and Young & Rubicam, 
died in Iowa June 6. 


Extend Unit 7 
Sales Plan to 
Rotogravure 


New York, June 24.—Metropolitap 
Sunday Newspapers, the new group 
of 11 newspapers which will sel] 
comic section color advertising as a 
unit, will sell rotogravure advertis.- 
ing in the same way, it was an- 
nounced this week. 

A. C. G. Hammesfahr, who hag 
been Eastern sales manager of Ox. 
ford Paper Co., has become presi- 
dent and general manager of Metro. 
politan Sunday Newspapers. W. E. 
Hosac is vice-president and J. J, 
Murphy, secretary-treasurer. 

The organization includes Balti. 
more Sun, Boston Globe, Buffalo 
Times, Chicago Tribune, Cleveland 
Plain Dealer, Detroit News, New 
York News, Philadelphia Inquirer, 
Pittsburgh Press, St. Louis Globe- 
Democrat and Washington Star. 

All of these papers except the Bos- 
ton Globe carry rotogravure sections, 

This group should not be confused 
with Comic Weekly Corporation, re- 
cently formed, with headquarters in 
the Chrysler Building and Robert A. 
Travis as general manager. 

Among papers’ represented by 
Comic Weekly Corporation are De- 
troit Free Press, Syracuse Herald, 
Scranton Scrantonian, Illinois State 
Register (Springfield), Grand Rapids 
Herald and numerous others. 


Regulation of 
Retail Copy Is 
Needed: Benson 


New York, June 22.—Retailers and 
newspapers should organize into self- 
regulating bodies in every city where 
any degree of demoralization exists, 
John Benson, president of the Amer- 
ican Association of Advertising Agen- 
cies, told the Better Business Bureau 
Conference at the A. F. A. meeting. 

While the local Better Business 
Bureau provides the machinery for 
such regulation, retailers themselves 


should write the new code through a 


committee which would express the 
majority opinion. 

Mr. Benson’s suggestion followed 
his assertion that “the consumer has 
been exploited by retail copy to such 
a degree that she has become cyni- 
cal and skeptical about all advertis- 
ing.” 

“A hungry dog knows no man- 
ners,” he said significantly. “Neither 
do a lot of white folks who used to 
pride themselves on their ethical ob- 
servance.” 

Benjamin H. Namm, of the Namm 
Store, Brooklyn, gave point to Mr. 
Benson’s recommendations by assert- 
ing that current sentiment in the re- 
tail field is: “Let competitors be 
damned!” 

Bernard Lichtenberg, managing di- 
rector, Amos Parrish & Co., used 
copies of current magazines to cite 
instances of “unethical” or “untruth- 
ful” advertisements. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITION WANTED 


I'm Going to Join the I. W. W. 


Oh, no! I’m not turning radical. 
In this case, “I. W. W.” means, “I 
want work.” At present writing 
house ads for one of New York’s 
largest manufacturers, but Old Man 
D. Pression is about to set me “at 
liberty.” Old enough to realize that 
I don’t know everything and young 
enough to learn. Samples of my 
work sent on request. Box 143, Ad- 


vertising Age. 
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“,.. contains material that no advertising 


man can afford to miss_ 


_E. T. Gundlach 


More than twenty-five years ago Ernest T. 
Gundlach, president of the Gundlach Advertising 
Company, Chicago, founded the agency of which 
he is the head. 


He is the author of "Old Sox on Trumpeting" 
and of “Facts and Fetishes in Advertising.” 


Mr. Gundlach says, 


“ADVERTISING AGE has been coming to my 
desk right along and | read it regularly. 


“We make a practice of routing it to account 
executives each week because we feel that it con- 
tains material that no advertising man can afford 


js 41 
to miss. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


SCENE AS LUNCHEON OFFICIALLY OPENED FEDERATION CONVENTION AT NOON MONDAY 


AUTHOR OF "QUICK, HENRY" ENTERS OUTDOOR FIELD CHIEF WYNN MEETS HIS DOUBLE 


pe 


“Meet the boys," says Dr. Seuss in his first poster, for Standard Oil Co. of Louisiana. It is whispered 
that the boys are going to be taken for a ride a little later. Harry Ferrell is advertising manager of 
Standard Oil of Louisiana, McCann-Erickson, Inc., the agency. 


COOLS OFF ENTHUSIASTIC GREETERS EXPERTS' IDEA 


The radio star for Fire-Chief Gasoline is presented with a bust of 
himself by George W. Vos, superintendent of Texas Company's 
advertising department. 


PHOTOGRAPHS CREATE ATMOSPHERE 


we, 
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Trade-mark of Bureau of Industrial 
Design, just formed at 48 W. 48th 
Street, New York. 


* 
+.) : 


COMMON MARK 


<< 


SSA 


a8 fe ; % $e ? ‘ bse : bee : re : Ft ao =e 3 
G. H. Jackson, Modine Mfg. Co., Racine, Wis., carries a Modine 


Ice-Fan Room Cooler in his Waco plane and gives demonstrations to This insignia is being used by all Illustrations by Lucas-Kanarian, New York, give an aristocratic back- 
crowds which meet him at airports. Local dealers provide the members of the Michigan Sausage ground to current copy of Florsheim Shoe Co., Chicago. A. R. 
prospects. McJunkin Advertising Co. is the agency. Manufacturers’ Assn. Hanson is advertising manager. 
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